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Battle Lines Are Forming . 


Freezer-Food Plans Multiplying 
in U.S.; Retailers Fight Back 


Retail Grocer vs. 
Food Plan: AA Gets 
a Ringside Seat 


Cuicaco, March 28—ADVERTISING 
AGE got a first-hand impression 
yesterday of the dispute between 
freezer-food plans and retail gro- 
cers. And in doing so, it touched 
off a near riot at 500 N. Dearborn 
St., Chicago. 

By some strange quirk, this 
building houses Food Plan Inc., 
one of the food clubs, and the As- 
sociated Focd Dealers of Greater 
Chicago, which is working day 
and night to combat the food plans. 
By a turther quirk of fate, both 
groups happen to occupy rooms on 
the 10th floor. 


# An AA reporter went to the of- 
fice of the dealers’ group and 
picked up a release which an- 
nounced that leading frozen food 
distributors would not do business 
with the freezer-food companies. 
With the release in hand, he} 
went to Food Plan Inc. and asked 
how it proposed to get national) 
brand products in view of this) 
attitude. 
Officials of the company were | 
surprised to learn that they were 
in the same building—and on the | 
same floor—as a hated retail food | 


group. 


By MILton Moskowl1tTz 

Cuicaco, March 28—Freezer- 
food plans are multiplying like 
rabbits across the nation and bat- 
tle lines are forming in three dif- 
ferent industries. 

The groups involved include (1) 
frozen food packers and distribu- 
tors, (2) appliance makers and 
dealers, and (3) retail grocers. 

The plans, as reported in AA 
March 10, sell consumers a home 
freezer and offer a continual sup- 
ply of frozen foods at wholesale 
prices. The operation completely 
bypasses retailers. 


|@ Heavy ad campaigns—via TV, 


radio and newspapers—have 
backed freezer-food programs and 
amazing sales successes have been 
reported in New York and South- 
ern California. The East and West 
Coast plans are the oldest but the 
merchandising scheme has now 
spread to Boston, Chicago, Mil- 
waukee, Atlanta, Minneapolis and 
Seattle. In California, more than 
100 such plans are reported in op- 
eration. 

Sparks are now beginning to 
fly. The Better Business Bureaus 
in Chicago, Milwaukee and Los 


Angeles have been asked to con-| 


demn the food plans. Protests also 
have resulted in an official in- 
vestigation by the Office of Price 
Stabilization in Washington. 


# In Chicago, retailers and leading 
frozen food distributors are com- 


| bining to deflate the freezer-food 


s Ina body, they stormed into the | 
food dealers’ office and accused | 
staff members there of acting at/| 
the behest of big chains like A&P. | 

The startled staffers recovered | 
quickly and replied that their or-| 
ganization only “represents inde- 
pendent retailers.” 

This hardly fazed the Food 
Plan people. They began shouting 
that food stores were afraid of 
competition. 

“Isn’t this free enterprise?” one 
of them demanded. “You're just 
mad because we are trying to 
drive you out of business—and we 
will!” 


® With this, the Food Plan officials 
turned on the AA reporter and) 
accused him of being a representa- 
tive of the food dealers. They 
said: “Next time, let us know, so 
we can throw you out of our of- 
fice.” 

After being convinced that the 
reporter was only after a story, | 
they mellowed and said they would 
be glad to provide information 


plans. The Associated Food Deal- 

ers of Greater Chicago, which 

claims to represent 5,400 retail- 
(Continued on Page 55) 


BUY YOUR TELEVISION SET Dime 
FROM THIS FAMOUS FACTORY 


Now... 


Toothpaste 


Seve over =" 
"150° with == 


MECK TV 


— 
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Grand Opening Offer 


Whisky Jobbers Get 
Chips-Down Lecture 


from Seagram Head 


New York, March 27—The east- 
ern distributors of Gallagher & 
Burton were pulled in today to 
meet John C. Dowd, head of Dowd- 
Redfield-Johnstone, new agency on 
the account, and to see the new 
| advertising campaign. 

They did. 
| But they got a lot more: A 
| chips-down talk from Victor A. 


For Limited Time Only 


Marketers 


Switch to Chlorophyll 


New York, March 28—The “no- 
holds-barred” battle predicted for 
the chlorophyll toothpaste market 
in ADVERTISING AGE last week has 
begun—and it’s off to a flying 
start. 

And, with the introduction of 
chlorophyll toothpastes by Amm- 
i-dent, Ipana and Kolynos on the 
test market—and at least one more 
to come shortly—a new problem 
loomed ever larger on the horizon: 
Patents. 

Here’s what’s happened in the 
toothpaste field sincé AA’s com- 
prehensive chlorophyll story 

| (March 24). 


a 


NEW, NEW, NEW—Last week John Meck 


had a new agency (Ross Roy Inc.), new 
Scott Radio stores, and this new ad copy 
(story on Page 55). 


| Fischel, president of Seagram, who| ; Bristol-Myers has launched 
made the company’s position ©N [pana ammoniated chlorophyll 
wholesaler dealing crystal clear. toothpaste in Columbus and a sec- 
| Eastern distributors are “in| 44g Ohio market. Full-page ads 
| heaven,” compared to those who|;eaq, “Now! In one great new 
}are fighting price wars in other toothpaste—science’s great decay 
| parts of the country, he said. When fighter plus nature’s great deodor- 
he’s approached by distributors,| 44)» Ipana also is using radio 


I’m getting tougher for your sake.” 

Mr. Fischel conceded that Gal- 
lagher & Burton hadn’t been 
pushed hard enough, noting that 
in the past a shortage of whisky 
had made the situation harder. 
But he said that G&B will be driven 
hard, aiming at making it No. 1 
in its price class. 


FTC Orders Hit 
4 Watch Makers 


WASHINGTON, March 28—The 
Federal Trade Commission today 
ordered three leading watch man- 


ufacturers to revise their methods|" “! have no objection to what 
you carry,” he said flatly, but “I 


of ti d isi llow- 
——s ee Se | don’t intend to take a back seat. 


ances. And the commission com-| 4 
plained that a fourth manufacturer | /f you make deals, I'll expect that 
you'll make them for every line. 


(Benrus Watch Co.) is giving un- th 
fair price advantages to some of) I don’t intend to take second money 


|from any of the competitors’ 


its customers. rp h *m doi 
The commission’s order today|>rands in the houses I’m doing 


was directed against Bulova Watch | business with.” 
Co., Gruen Watch Co. and Elgin | He said the nature of the deal 


National Watch Co. for classifying | could take a variety of forms—per- 
(Continued on Page 8) | haps more advertising in the area, 


{or a better price for consumers. 


Don’t Let Government Dominate TV 
in Canada, Broadcasters Are Told 


CAB Members Advised 
to Profit by Errors 
of U. S. Broadcasters 


Toronto, March 25—Develop- 
ment of television in Canada 
should not be confined to any gov- 
ernmental agency or corporation, 
W. J. Sheridan, executive of the 
Canadian Chamber of Commerce, 
said here yesterday. 

Instead, private capital as well 
should join in developing TV “as 
freely and rapidly as possible,” Mr. 
Sheridan added. 

Speaking at the annual confer- 
ence of the Canadian Assn. of 


once the plan was in operation) Broadcasters, Mr. Sheridan repre- 
full force. It is just starting right) sented the 700 boards of trade and 
now, they explained. |commerce from all ten Canadian} 
The food dealers’ group assured | provinces. 
the AA reporter that it was just} (Continued on Page 4) } 
beginning to fight. Retailers will | 
not give up so easily, officials 
said. 
Meanwhile, the fight will prob- 
ably be raging for some time in 
the elevators at 500 N. Dearborn 


Highlights of the Week's 
News and Feature Index 
Appear on Page 4 


St. 


|“*We’ll smoke that out together,” 
| he added. 

| “If you don’t want to make Gal- 
lagher & Burton first in its price 
class, come tell me now,” Mr. 
Fischel invited the silent group. 


(Continued on Page 8) 


Last Minute News Flashes 


Harvester Refrigerator Goes to Burnett 

Cuicaco, March 28—lInternational Harvester Co. has placed its re- 
frigerator advertising with Leo Burnett Co., effective May 19. The 
change was predicted in AA (Private Lines) March 10. Aubrey, Fin- 
lay, Marley & Hodgson, which formerly handled the account, will con- 
| tinue to handle IH’s farm implement advertising. Burnett also has 
| the IH industrial power division. Young & Rubicam handles Interna- 
| tional Harvester trucks. 


Reed & Barton May Switch to Hewitt, Ogilvy 


| Taunton, Mass., March 28—Reed & Barton, maker of silverware, 
| reportedly will switch its account to Hewitt, Ogil¥y, Benson & Mather, 
| New York. Present agency is Badger, Browning & Parcher, Boston. 


_Kreml Hair Tonic, Dressing Offered in Combination 
New York, March 28—R. B. Semler Inc., New Canaan, Conn., will 
launch promotion in April on a father-son combination 59¢ package 


“he’s “getting a lot tougher—but| spots in these markets for the 69¢ 
| paste. The test will run for three 
or four weeks more. Doherty, Clif- 
ford & Shenfield is handling. 


s 2. Almost simultaneously, Block 
Drug Co. announced in Columbus 
and two other test markets an 
“Amazing new discovery! Amm- 
i-dent chlorophyll toothpaste. 
Stops bad breath, reduces decay.” 

At the same time, Block is 
testing another chlorophyll paste 
containing similar ingredients, this 
time under a Green Mint brand 

(Continued on Page 55) 


Video Networks 
Are Optimistic 
Over Summer TV 


New York, March 28—Although 
a great many sponsors still haven’t 
indicated their plans, the television 
networks generally are optimistic 
about the summer sales picture. 

Columbia Broadcasting System’s 
television division is making the 
biggest play for warm weather 
business with a special incentive 
plan involving time and program 
discounts. 

Nationdl Broadcasting Co.. is 
matching the additional time dis- 
count offer, but as yet has not an- 
nounced any program concessions 
to induce advertisers to keep their 
time spots during the normal 
hiatus season. The CBS offer in- 
cludes an additional 10% time dis- 
count (in addition, that is, to other 
| discounts earned by the advertis- 
|er) and a 25% rebate on program 
| costs for Class A advertisers duting 
the usual eight-week hiatus-from 
July 6 through Aug. 30. 


of its Krem1] hair tonic and cream hair dressing. Media schedule calls | 


for space in 30 newspapers, This Week Magazine, and 20 magazines. | 


Thomas F. Cosgrove Joins Lynn Baker Inc. 


New York, March 28—Thomas F. Cosgrove, who resigned as presi- 
dent of Platt-Forbes early this year, has joined Lynn Baker Inc. as a 
member of that agency’s executive staff. He was associated with 
Platt-Forbes for 25 years, the last three as president. 

(Additional News Flashes on Page 59) 


® Initial reaction to this plan has 
| been favorable, Fred M. Thrower, 
v.p. in charge of sales for CBS- 
TV, told AA this week. Last year 
Columbia offered video advertisers 
an even bigger stay-on-the-air in- 
ducement—the same time discount 
(Continued on Page 59) 
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™ Service Society,” he said. 


Bankers Told 
Importance of 
Consumer Credit 


Cuicaco, March 26—Bankers 
were told this week that in con- 
sumer credit they hold the key to 
future economic progress. And they 
were told that unless they under- 
stand the important role of ex- 
panded consumer credit, the nation 
will be faced with decreased con- 
sumption, unemployment and 
“huge governmental expenditures 
to put people to work.” 

The author of these remarks was | 


Thomas C. Boushall, president of | 
The Bank of Virginia, who ad-| 
dressed the national instalment | 


; | 
credit conference held here by the 
American Bankers Assn. 


@ Mr. Boushali charged that many 
conservative bankers and econo- 
mists do not realize that consumer 
credit is a vital cog in mass pro- 
duction and increased consump- 
tion. 

“There are a great many very 
respectable people who still think 
of instalment credit as some form 
of social service that banks are 
rendering in lieu of the Family 


» “There are a great many other 
People,” he added, “who believe 
that no one should acquire any 
Goods or services for which they 
(Continued on Page 60) 


TV Set Prices Fall 
and One Store Gives 
$1 Weekly ‘Storage’ 


) New York, March 26—There 

Were plenty of signs this week 
peat all is not well with the TV 
, manufacturing industry. 

There were several price cuts, 
By General Electric, Muntz TV, 
Emerson Radio and Allen B. Du- 
Mont Laboratories. Radio Corp. 
@f America and Crosley division of 
Avco Mfg. Corp. also have shaved 
prices recently. 

The most recent company to an- 
Bounce price cuts was Sylvania 
Blectric Products, which said the 
Move was made “to meet competi- 
tion in the current industry price 
trend.” These reductions range 
from $10 to $70 a set. 

Industrial Surveys Co. reported 
that its National Consumer Panel 
surveys have shown that only one 
more family in 100 was added to 
the TV audience between October, 
1951, and January, 1952. 


® Meanwhile, Bedford Stores in 
Queens offered last week to pay 
people $1 a week “to store a brand 
new Philco television set, with no 
cost or obligation.” The offer was 
made on radio station WVNJ, 
Newark. 


The same proposition was made 
later by those retailers on behalf 
of General Electric sets. | 

The announcer explained that 
Bedford's warehouses are “bulg-| 
ing” and the company had decided 
that paying listeners $1 a week to 
store them was cheaper than 
getting a new warehouse. 

“You are hearing right,” the 
announcer said. “These are not 
trick phrases. We pay you a dollar 
a week to store a new Philco TV 
set. Now there’s no reason you 
can’t use it, plug it in and play 
it when you wish.” 


Company Changes Its Name 


Stockholders of Worthington 
Pump & Machinery Corp., Harri- 
son, N. J., have voted to change the 
company’s name to Worthington 
Corp. Reason for the change is 
that the company has extended its 
manufacturing activities to several 
product lines 


PRIZE WINNER—Gordon Johnson stands 
Tip-Top bread. He won the award in a 


Frank J. Reilly classes at the Art Students League, New York. 
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next to his first prize poster for Wards 
contest staged for the 50 students of the 


1951 Candy Sales 
Exceed $1 Billion, 
NATD Study Shows 


New York, March 25—More than 
$1 billion worth of candy and con- 
fectionery products crossed retail 
counters in 1951, according to pre- 
liminary findings of a study now 
being made by the National Assn. 
of Tobacco Distributors. 

Distribution of this business by 
wholesale outlets breaks down as 
follows: Tobacco distributors, 
43.5%; confectionery distributors, 
38.2%; grocery distributors, 9.7%; 
other food distributors, 6.8%; mis- 
cellaneous wholesalers, 1.2% ; drug 
distributors, 0.6%. 

Harden E. Goldstein, director of 
NATD market research, said that 
although the survey’s details were 
supposed to be kept secret until 
research is completed next fall, the 
importance of the preliminary 
background study made the dis- 
tributors decide to release the data. 


@ The reason wholesale tobacco 
distributors have had a larger slice 
of the nation’s candy volume than 
any other group, Mr. Goldstein 
said, is because their method of op- 
eration is particularly adapted to 
the kind of hard-hitting merchan- 
dising that results in rapid sales 
turnover. 

Moreover, Mr. Goldstein added, 
there has been a steady trend on 
the part of tobacco distributors and 
confectioners to consolidate their 
operations. This fact, together with 
a variety of other marketing 
changes in recent years, he said, 
has made the tobacco distributor 
a more important factor in candy 
distribution. 

An analysis of these factors, Mr. 
Goldstein said, will be made public 
when the detailed study on candy 
and confectioneries is released. 


Campaigns for Jewelry 
Taunton Pearl Works, Taunton, 
Mass., is introducing its new 
Square Line of men’s jewelry to 
consumers this spring. Esquire 
and other magazines, trade publi- 
eations and direct mail will be 


used to launch the promotion. 


| Daniel F. Sullivan Co., Boston, is | 


the Taunton Pearl agency. 


SAFE AT HOME—Now that baseball is in 

the wind, Brown-Forman is getting ready 

with this counter display for Early Times 

Dispenser holds ‘52 edition of baseball 

facts and schedules put out yearly by the 
distiller. 


Gas Industry Pools 
($10,000,000 Kitty 
for ‘52 Advertising 


New York, March 26—An esti- 
mated $10,000,000 outlay for ad- 
vertising and promotion will be 
used by the gas industry in 195 
to increase the number of Ameri- 
can homes cooking with gas. 
| This amount will be spent on a 
| coordinated promotion program by 


| 


Advertising Age, March 31, 1952 


Agency Personnel Men Debate Value of ~— 
‘Mail Room Start’ for Job Trainees 


Cuicaco, March 26—lIs the mail 
room a good place for an adver- 
tising agency to start its trainees? 

Last night personnel men of 
three agencies here tried to an- 
swer this question for a group of 
young advertising men who are 

|members of Alpha Deita Sigma. 

The three speakers were Marlin 

| Loehrke of Foote, Cone & Belding; 
|Roy Stultz of Leo Burnett Co., 
|and Herb Zimmerman of Needham, 
| Louis & Brorby. 


| Their answers disclosed one of) 


the most marked differences in 
personnel practice among these 
| agencies. 

® FC&B has cut out the mail- 
room practice altogether, because 
it usually led to dissatisfaction and 
humiliation for the young men. 
Fresh out of college, they some- 
times stayed in the mail room for | 
months without getting a crack at | 
a job. Then, when they finally 
had to turn somewhere else for a! 
job, they had suffered a blow to 
their self-esteem. Instead, FC&B 


2 }now hires young men still in col- 


lege, who can afford to wait 
around two or three years and 
who don’t necessarily have to feel 
they are marking time for a job 


| 
in the agency. | 


the American Gas Assn., Gas Ap- 
pliance Manufacturers Assn., deal- 
ers, and public utility companies. 
The American Gas Assn., through 
McCann-Erickson, will spend} 
about $1,000,000 in ‘52, as com-| 
pared with its $800,000 budget last 
year. 

| The Gas Appliance Manufac- 
|turers Assn. is looking forward to 
|new peaks in the demand for gas 
appliances, and industry seers pre- 
| dict that 25,500,000 homes will be 
| using pipeline gas by the end of 
| 1954. Some 23,500,000 homes are 
| using it today. About 1,500,000 
}more rural and suburban homes} 
|are expected to start using liqui- | 
| fied petroleum gas in addition to | 
| the 6,250,000 homes which now} 
| have it. Morey, Humm & Johnstone 
lis handling the association’s cam- 
paign. 


ws Gas men also estimate that there | 
are now more than 9,625,000 gas) 
| ranges more than 12 years old 
|and another 1,700,000 entering their 
teens each year, supplying a rich 
replacement market: Sales of do- 
mestic gas ranges are expected to 
exceed 7,000,000 units by 1954. | 

H. Leigb Whitelaw, managing 
director of the appliance manufac- 
|turers association, cited several 
|factors which he feels will con-| 
ltribute to the industry’s growth’ 
and warrant the higher ad budg- 
ets. 

The demand for liquified pe- 
troleum gas in rural areas, he 
said, is far from satisfied, and 
| natural gas is just now being in- 
troduced to the eastern seaboard, 
the Pacific Northwest and several 
| other sections of the U. S. 
Another encouraging factor, Mr. 
| Whitelaw points out, is a ten- 
|year trend which has increased 
lthe number of gas customers 
54.9%, as compared with a 51.7% 
rise in the number of electric cus- 


tomers. 
Mr. Whitelaw said that in- 
creased advertising was decided 


on because now, for the first time 
since the end of World War II, 
the gas industry believes it is 
ready to tap previously unavail- 
able markets and keep up with 
residential building. 


McCormack to Bates & Co. 


Edward J. McCormack, former- 
ly copy director of the C. L. Mil- 
ler Co., New York, has joined the 
copy department of Ted Bates & 
Co.. New York. Mr. McCormack 
was for 17 years with Dancer- 
Fitzgerald-Sample and _ Foote, 
Cone & Belding. 


|cording to Mr. 


| 

Burnett, on the other hand,} 
makes a definite practice of start- | 
ing its young personnel in the mail | 


jroom. About 25 of the agency’s 


started there, ac- 
Stultz. Further, 
the agency has a policy of keeping | 
about six young men in the mail 
room, making sure that each is 
interested in different aspects of 
agency work—writing, production, | 
traffic, etc—so that the agency | 
can move someone up into any} 
opening immediately. 


present staff 


in the agency. 

The remainder of the discus- 
sion by the panel revolved around 
agency hiring practices. 

The use of trained personnel 
men to size up job applicants is a 
fairly recent development in the 
agency field, the panel agreed. 
FC&B has had a personnel de- 
partment for about three years, 
Burnett Co. for one and Needham, 
Louis for five. 


s The only way to get a top level 
agency job, according to all three 
speakers, is the old one of ex- 
perience, hard work and sheer 
luck. But the job of finding and 
training young people to come up 
later has called for some new 
agency practices. Agencies have 
just begun to experiment with 
techniques to take the haphazard- 
ness out of hiring personnel. 

Tests and training programs are 
being carried out by all three agen- 
cies on a very limited scale. Mr. 
Loehrke said that for the most 
part personnel men depend on 
their own judgment, and general- 
ly are competent to judge an ap- 
plicant’s abilities and to decide 
where he might fit in. The others 
on the panel agreed with him. 


s Mr. Zimmerman told the group 
that NL&B does a limited amount 
of recruiting in colleges in the 
Midwest. Generally, this is re- 
stricted to giving information 
about the agency and leaving ap- 
plication sheets to be filled out 
later. There is no set educational 
pattern which the agency looks 
for in college-trained appli- 
cants. 

NL&B has a committee which 
each year screens and selects a 
number of job applicants. Those 


|selected are put into a training 


® Needham, Louis has no definite 
program in this respect, but feels 
generally that the mail room is a 
good place to start a man. For one 
thing, Mr. Zimmerman said, it has 
a great humbling effect, which he| 
feels is important for young men. 
Also, it gives the trainee a chance | 
to get to know all the departments 


program covering all areas of the 
field, and the committee follows 
through on the progress of the 
trainees. The biggest job, he said, 
is to make sure that these men 
get into the job they are best 
suited to do. If they are not cut 
out to be advertising men, then 
the committee weeds them out. 


Broadcast Ban on 
Liquor Ads Killed 


by Senate Committee 


WASHINGTON, March 26—The 
Senate interstate commerce com- 
mittee today acted to kill legis- 
lation that would ban broadcasts 
and telecasts that advertise liquor. 

The vote was reported to be 7-6, 
but the lineup of votes was not 
released. 

The legislation (S. 2444) was 
sponsored by Sen. Edwin C. John- 
son (D., Colo.), interstate com- 
merce committee chairman. Near- | 
ly a hundred witnesses either sup- | 
ported or opposed the bill at hear- | 


, ings during late January and early 


February. 


s Two years ago, the same com- 
mittee killed a broader alcoholic 
beverage advertising control bill 
by a similar 7-6 vote. 

Opponents of the bills pointed 
out that distillers and broadcast- 
ers both have codes keeping liquor 
off the air. They argued that the 
bill is unnecessary, and a slap in 
the face in view of the steps both 
industries have taken to deal with 
the problem. 

Dry groups considered the bill 
a first step. They admitted they 
hope eventually to put wine and 
beer off the air, and to extend the 
control program to printed media. 


‘Enquirer’ Employes Want to Buy the Paper 


CincinNATI, March 26—Em- 
ployes of the Cincinnati Enquirer 
are forming an organization that 
will try to buy the paper and con- 
tinue its 111-year-old independent 
identity. 

Representatives of this em- 
ployes’ group, who prefer to re- 
main anonymous, said that any 
person now working for the En- 
quirer may become a part owner. 
The group also announced that it 
will seek outside support in its 
fight to maintain the paper’s inde- 
pendence. Whether or not this will 
entail an open stock sale has not 
been decided as yet. 

An offer to buy the paper will 
be submitted by the employes, as 
soon as practicable, to the Ameri- 
ean Security & Trust Co., which 
administers the paper for the 


estate of John R. McLean. 


8 An offer to purchase the En- 
quirer, made by the Cincinnati 
Times-Star Co., already has been 
accepted by the trust company, 
subject to approval by the federal 
court of the District of Columbia 
(AA, Feb. 18). 

The McLean heirs already have 
announced their intention of fight- 
ing the proposed sale to the 
Times-Star. The employes’ offer 
will probably become a factor in 
the forthcoming court action, hear- 
ings on which are set for April 28. 


WGBS Promotes Riordan 

| Francis J. (Frank) Riordan has 
been appointed sales manager of 
WGBS, Miami. He has been a 
member of the Fort Industry Co. 
| station's sales staff for six years. 
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Vernell’s Candies 
Make National Bow 
with $70,000 Fund 


SEATTLE, March 25—A budget of 
$70,000 has been set up for the 
national promotion of buttermint 
andies by Vernell’s Fine Candies 
Inc. Eight consumer publications, 
three trade publications, television 
and radio will be used. 

A test ad in Life last Novem- 
ber prompted the company to ex-| 
pand its campaign and put Ver- | 
nell’s Fresh Buttermints, which 
have been melting in the mouths 
of Seattle and Washington resi- 
dents for the past five years, into 
national distribution. 

In addition to monthly ads in 
Life through June, the company, 
through Martin & Tuttle, Seattle, 
is using Better Homes & Gardens, 
Collier's, Good Housekeeping, 
Ladies’ Home Journal, McCall's, | 
The Saturday Evening Post and 
Woman’s Home Companion. Trade 
publications scheduled are Chain 
Store Age, Progressive Grocer and 
Super Market Merchandising. 

A one-minute sound film is be- 
ing used on TV stations in major 
markets and radio spots are 
planned for a year-round promo- 
tion. 


Westinghouse Will 
Conduct Nationwide 


Training Meetings 

MANSFIELD, O., March 26—The 
electric appliance division of 
Westinghouse Electric Corp. will 
conduct an ambitious training pro- 
gram next week for retail appli-| 
ance salesmen in cities across the | 
country. 

Entitled “Freedom Sales Rally,” 
the program will consist principal- 
ly of three films. The first picture 
sets the stage for the program by 
telling of Westinghouse’s plans for 
expansion of appliance making 
facilities and urging retail appli- 
ance salesmen to return to sound 
selling techniques. 

The second film 
company’s new _ slogan, “Don't! 
meet competition; make it!” by! 
showing records being set in ten} 
different sports. 


stresses the 


From an atomic ener plant comes the 
most important cigarette news of our time 


Exclusive “ Micronite” Filter om Kent egaretion takes out 7 tones 
more nicotine and lars “ mud tobacco flavor 


30¢ SMOKES BOW—P. Lorillard Co. has introduced its new Kent cigaret, named for 

Lorillard President Herbert A. Kent, with this spread in New York, Los Angeles and 

Chicago newspapers. Copy, prepared by Young & Rubicam, describes Kents’ new 
“micronite” filter, derived from filter material used in atomic energy plants. 


Cigarets Can Be 
Harmful to Vocal 
Cords, Says AMA 


Cuicaco, March 28—The Ameri- 
can Medical Assn. has renewed its 
war on medical claims in cigaret 
advertising. 

The March 29 issue of the AMA’s 
Journal, which will reach 150,000 


subscribers tomorrow, includes an | 


editorial on “smoker’s larynx,” 
which directs attention to recent 
medical investigations indicating 
that excessive smoking may cause 
a lesion of the vocal cord. 
“Varying degrees of hoarseness 
and vocal fatigue are usual clini- 
cal manifestations of smoker’s 
larynx,” the Journal editorial says. 


| “In general, the longer the period 


of smoking, the firmer the growth 
of the tumor and the hoarser the 
smoker. Complete cessation of 


| smoking is an effective measure 


only during the early stages...” 

If the lesion doesn’t improve 
greatly after 24 hours of non- 
smoking, then surgical treatment 
is needed, the Journal says. 

“These findings are of general 


interest to the medical profession, | 
particuiarly in view of current cig- 
aret advertising campaigns, which 
utilize extensive mass means of 
communication to emphasize claims 
| for irritation-free qualities of cig- 
!arets in terms of their effect on 
{the human voice,” the editorial 
| states. 

's “To extol the virtues of the ad- 
vertised brands, actors, musical! 
comedy stars, opera singers and} 
others ascribe to their brand of} 
cigaret an innocuous effect on their | 
laryngeal structures. | 

“Whatever the smoking habits 
of these singers and actors may be, 
it is unlikely that they are pres-| 
ently aware of the published de-| 
scription of lesions of the vocal 
cord caused by irritation due to ex- 
cessive smoking, nor are they in a 
position to judge scientifically the 
effects of tobacco smoking on the 
body,” the Journal editorial con- 
cludes. 

The issue carries advertising for | 
three cigarets—pages for Philip! 
Morris and Camel, and a small-| 
space ad for Sano denicotinized | 
cigarets. Philip Morris urges doc- 
tors to try the “nose test” it has 
been plugging in consumer copy 
and says, “you will notice a dis- 
tinct difference between Philip 
Morris and any other brand.” 


| 


® Climax of the program will be Fair Trade Prices Don't Hurt Consumers, 
Studies for Fair Trade Bureau Indicate 


the showing of an 80-minute color | 
movie which contains sales dem-| 
onstrations for eight different! 
Westinghouse appliances. Each ap- | 
pliance more or less “speaks for | 
itself,” with the narration in each | 

- | 
case being done by a well-known | 
Hollywood star. 

Production cost of the color 
movie alone was $250,000, West- | 
inghouse says, and extra prints} 
run about $1,000. 

In addition to the three main 
films, there will be a three-min- 
ute b&w trailer giving details of 
the company’s forthcoming tele- 
vision sponsorship of the 1952 
political conventions and the “Get 
Out the Vote” programs that will 
follow right up to election time 
(AA, Jan. 7). 

To stimulate attendance at the 
sales training meetings, Westing- 
house is sending the following ma- 
terial to all dealers: (1) reprints 
of a full-page ad scheduled in Re- 
tailing Daily; (2) broadsides con- 
taining the full story of the “ral- 
ly’ and (3) jumbo postcard 
“teasers.” 


Joins ‘Town & Country’ 

John D. Goode, formerly assist- 
ant director of sales promotion of 
Trans World Airlines, Kansas City, 
has been appointed to the eastern 
sales staff of Town & Country. 


WBEN Appoints Shepard 
Richard C. Shepard, formerly 
commercial manager of WXRA, 
Kenmore, N. Y., has joined the ra- 
dio sales staff of WBEN, Buffalo. 


New York, March 25—The re- 
sults of two price studies conducted 
for the Bureau of Education on 
Fair Trade have been submitted 
to Secretary of Commerce Charles 


Sawyer to “show conclusively that | 


fair trade prices have been, and 
are, 
sumers as a whole.” 

Consumers paid less for the same 
nationally distributed drugstore 
items in the nation’s 45 fair trade 
states than they did in non-fair 
trade areas. This is indicated in a 
study made for the bureau by A. 
C. Nielsen Co. covering a_ six- 


| month period in 1951. 


® The second study, covering the 
period from January, 1947, to Jan- 
uary, 1952, was made by McKesson 


& Robbins, wholesale drug house. | 


The results of this research, the 
bureau reports, show. that fair 
trade wholesale prices on a wide 
range of drugstore products rose 
only 13.3% as compared with a 
24.3% rise for similar non-fair 
trade products. 

The results of both studies were 
incorporated in a letter to Secre- 
tary Sawyer written by Maurice 
Mermey, director of the bureau. 

The Nielsen study, based on a 
weighted composite average “of 
all the prices for the entire period,” 
found that in fair trade areas con- 
sumers paid 1.4¢ less per product 
than consumers in states without 
fair trade laws. Brand items used 
for the survey were fair trade 


items which “have always been 
typically used as loss-leaders by 
price jugglers in non-fair trade 
areas,” the letter points out. The 
Nielsen sample covered 770 drug- 
stores, 70 of which were not in 
fair trade areas. 


fair to the American con-| 


@ The prices on 207 drugstore 
| items were studied by McKesson 
| & Robbins. In addition to the over- 
jall price increases noted above, 
the study showed that the highest | 
price decrease in non-fair trade 
| areas was 6% on vanity items, 
| while fair trading states were able 
to reduce prices 58.4% on anti- 
biotics. 

Mr. Mermey concluded his letter 
to the Secretary of Commerce by 
| saying that the survey reports 
“confound the critics who...have 
; sought to convince the American 
people that fair trade makes them 
pay more for nationally advertised 
trademarked goods. They give the 
answer to those who. . .charge that 
fair trade prices were too high to 
begin with (even though the ad- 
vent of fair trade resulted in an 
over-all decrease) . Finally they re- 
fute the wild but baseless assertion 
that fair trade has added to the 
cost of living of the American peo- 
ple.” 


| 


Mundy to Key Advertising 


Jacquelyn Mundy, formerly on 
the copy staff of Famous-Barr Co., 
has joined Key Advertising, St. 
Louis, as copy chief. 


Pity the Poor Chairman... 


FTC Won't Be Able 


to Unfreeze TV 


Until After Broadcasters’ Meeting 


WASHINGTON, March 27—Pity 
Federal Communications Commis- 
sion Chairman Paul A. Walker! 

He goes before the convention of 
the National Assn. of Radio and 
Television Broadcasters Wednes- 
day. And the TV freeze is still on. 

By all the rules of the game, 
FCC’s marathon TV re-allocation 
proceeding ought to have been out 
of the way by the time NARTB 
convened. 

According to ex-Chairman 
Wayne Coy, the freeze was to end 
around Feb. 1. Later, the date was 
pushed up to Feb. 15, then March 
15. Finally, April 1. 


8 While unfreeze day is undoubt- 
edly near, FCC admits it will not 
have ended by the time Chairman 
Walker leaves for Chicago. Com- 
mission people say it is not for 
lack of will. 

They blame the sheer magnitude 
of the job. 

When it finally appears, the al- 
location decision will run in excess 
of 600 mimeographed pages. About 
a third of it will be a table as- 
signing about 75 TV channels to 
communities throughout the coun- 
try. In all, the new intermixed 
VHF-UHF allocation will provide 
for about 2,500 stations, compared 
with about 400 possible on the 12 
VHF channels currently available. 


® Biggest element in the re-allo- 
cation, however, is the competitive 
nature of the new assignments. 
Where only a handful of cities have 
three or more stations under the 
present setup, the new plan will 
provide ample outlets for intense | 
competition in virtually all the} 
large markets in the country. 

At daily meetings during the 
past 10 weeks, FCC has decided 
most of the nearly 1,500 disputes 
over the specific channels which 
are to be assigned to individual 
communities. 

In the closing phase of its ses-| 
sions the commission must still de- 
cide the broad policy questions 
which are of greatest general in- 
stance. 


s Typical of the undecided prob- 
lems is the order in handling ap- 
plications. Are applications from 
non-TV areas to get priority over 
applications from communities that 
already have service? 

Even more controversial, shall 
all the applications for channels in 
an individual market be handled 
at one time? Or shall applications 
for each individual channel] within 
individual communities be consid- 
ered separately? 

This last issue is one of the most 
serious splitting the commission. 

A few weeks ago the FCC decid- 
ed by a split vote to handle appli- 
cations on a channel-by-channel 
basis. Since then, some members 
are wavering and threatening to 
vote to put all applications from a 
community into a common pot. 


@ The channel-by-channel plan is 
a departure from past practice. It 
tempts the commission because it 
opens the way for early grants in 
some of the communities that 
might otherwise have a long wait 
for TV service. 

In the past, FCC has used the 
“common pot” plan: It puts all ap- 
plications from a community into 
common hearing, then issues per- 
mits to the best qualified, up to 
the number of available channels. 
FCC concedes that hearings of this 
kind are time consuming, but has 
insisted it is the only way to as- 
sure fair treatment to all. 

Under the channel-by-channel 
plan, an applicant who is fortunate 


| would get 


‘Promoted in West 


enough to specify a channel which 
is undisputed in the community 
immediate approval 
Others in the same community who 
happened to apply for disputed 
channels would be thrown into 
hearings. 

During recent weeks, new appli- 
cations have been dribbling in, but 
there has not been any important 
increase in the number of appli- 
cations frozen in the files when the 
freeze was instituted in September, 
1948. 

For one thing, FCC has issued a 
notice that there would be no ad- 
vantage in filing before the freeze 
is lifted. It plans to allow at least 
60 to 90 days before processing 
applications. All applications re- 
ceived during the hiatus period 
will be equally preferred with 
earlier applications. 


8 Officials anticipate several hun- 
dred applications when the freeze 
comes off. They have no way of 
anticipating the areas in which 
competition will be most intense. 
For one thing, they assume many 
of the nearly 500 applications now 
in the files will be abandoned @ 
amended for one reason or anothe®. 


Best estimate is that no mow 
than 20 new stations will be 
the air in 1952, but that at least 100 
will be under way by mid-195§. 
With the recent easing of materi 
supplies, telecasters were advis 
by National Production Authori 
that metals will be provided f 
completion of all stations autho 
ized by FCC. 


Health Record Book 


bak aN eon aie rei 


by Prudential Co. 


Los ANGELES, March 25—A te 
page booklet form in which a pet® 


| son can record his medical histor; 


is being used for sales promoti 
by the western home office of t 
Prudential Insurance Co. of Amer 
ica, 

Prudential says the booklet is r 
idea of a mother who could not te 
a doctor whether her son, who was 
injured, had ever been given a 
tetanus antitoxin. The doctor said 
such information was needed be- 
fore he could give such an injec- 
tion. 

Entitled “Health Passport,” the 
booklet, when filled in, tells of 
vaccinations, illnesses, surgery, al- 
lergies, dental work, medical 
checkups, doctors consulted and 
an insurance record. 

Initial distribution is being made 
through Prudential agents in the 
11 western states and Hawaii. 
Copies are supplied on request. 

Prudential’s agency, Calkins & 
Holden, Carlock, McClinton & 
Smith, is promoting the booklet in 
97 newspapers and by “cut in” 
commercials for the West on the 
company’s “Jack Berch Show” 
over ABC. 


Promotes Pure Fruit Syrup 

Cott Pure Fruit Syrup Corp., 
Manchester, N. H., is beginning a 
campaign to make consumer fruit 
Syrups a year-round favorite in- 
stead of merely a summertime 
drink. Copy will stress the use of 
syrups in children’s milk, as top- 
ping for ice cream and dessert, in 
cake frosting and on waffles and 
pancakes. John C. Dowd Inc., Bos- 
ton, is the agency. 


Bristol Names Poole 


Frederick T. Poole, formerly 
with Selvage & Lee, New York, 
public relations counselor, has 
been appointed director of public 
relations of Bristol Laboratories, 
Syracuse, N.Y 
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Don’t Let Government Dominate TV 


in Canada, Broadcasters Are Told 


(Continued from Page 1) 

He stressed the value of trade 
associations like CAB as voluntary 
organizations, acting not as busi- 
ness pressure groups, but rather as 
developers of collective thought 
and group action toward the solu- 
tion of common problems 

The broadcasters’ group, he add- 
ed, is the instrument which can in 
a large measure affect tne oper- 
ating efficiency of the local radio 


station 


@ Canada will benefit from mis- 
takes made by U. S. radio broad- 
casters, Horace S. Schwerin, presi- 
dent of Schwerin Research Corp., 
New York, told the assembled 
broadcasters 

Television in the U. S. forced 
radio to do a complete job of intro- 
spection in the struggle for sur- 
vival, he pointed out, and thus TV 


became the older medium’s most 
helpful friend 

Canadian radio not only will 
benefit from U. S. radio’s mistakes, 
but its growth eventually will sur- 
pass the peak reached by U. S. 
radio in its heyday, Mr. Schwerin 
predicted 


s He charged that 50% of U. S. 
radio effort in the past has been 
wasted, and cited the following in- 
stances 

1. Some shows that have been 
dropped either were not given 
enough time to build an audience, 
or should never have been put on 
the air in the first place. 

2. Many shows cost too much; 
some with 12 and 13 Hooper ratings 
cost as little as $3,000, while others 
with the same rating cost five 
times that much 

Commercials the 


are perhaps 


worst cause of waste. In one study, 
he declared, in spite of the fact 
that 93% of the audience could 
identify the sponsor, only 7% knew 
what he had to say about his prod- 
uct 


@® Twenty-seven years have 
brought not only maturity and 
public acceptance but also grave 
responsibilities to radio in Canada, 
T. J. Allard, general manager of 
CAB, told the conferente. 

He called upon broadcasters to 
show positive leadership in their 
communities, especially along the 
line of higher standards of educa- 
tion, increased salaries for teachers 
and a study of the problems of 
municipal taxation. 

Broadcasters should follow the 
example of newspapers, he said, 
and set up an editorial policy that 
clearly labels editorial comment as 
opinion, not to be confused with 
factual and impartial presentation 
of the news. 

The majority of Canadian tax- 
payers will foot the bill for a mi- 
nority audience around Toronto 


“You're not so great, John. Anybody can sell 


a statewide market 


of 2% million people through the Des Moines Sunday Register!” 


Like to make a name for yourself . . . in big lowa sales? 
Simply call on the Des Moines Sunday Register. This 
single selling medium takes over the whole selling job— 
makes calls all over this bountiful state. Every week it opens 
the doors of more than a half million of lowa’s best homes 
_ and takes you in to meet 63% of all its families, town 
and country. 

You'll marvel at this market: its city folks outspend great 
big Philadelphia, Boston or San Francisco . . . its farm folks 
are absolute world beaters in income. Coverage in 79 of 
lowa's 99 counties is from 50% to 100%. In 12 counties 
more it’s from 40% to 49%, and at Jeast 21% in the few others. 

The cost of covering all lowa through the Des Moines 
Sunday Register? A modest milline rate of $1.86. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE Des MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 
Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


Advertising Age, March 31, 1952 


Frozen food plans are running into trouble in some spots. Opposition 
is growing as fast as the plans multiply. And an AA reporter got a 
first-hand idea of this when he innocently set off a hot argument 
last week pandsa vat hs 

Amm-i-dent, Kolynos, Ipana switch to chlorophyll and touch off a 
battle with Rystan over patents 

Should agency novices start in the mail room? Some agency execs 
think so but others disagree... 

FCC’s Chairman Walker comes empty-handed, in one respect, to the 
broadcasters’ convention this week. The long-awaited thaw of TV 

| channels is still awaited, and most impatiently. For up-to-date specu- 
as OE a I I Bi ae osc adc ns cannacdacccesaiiner Page 3 
Several publishers’ annual reports out this week seem to bear out the 
advice of investment counselor Arnold Bernhard that, generally, 

publishing stocks are poor investments. See ....... . Pages 28 and 30 

Boston agencyman Art Michel suggests that James D. Woolf might 
want to comment on the fresh approach of Security Mutual Life In- 
surance Co.’s ad copy. Mr. Michel's detailed letter to the vacationing 
gE Pe re Se Ee Sey. Page 43 

Pontiac dealers are young, well-financed. That’s going to be an im- 
portant factor in the Pontiac picture, which otherwise is not too 
clear, due to the uncertain materials situation.............. Page 52 

There’s apparently a good possibility that A. C. Nielsen Co. and Stand- 
ard Audit will merge, but both companies made it clear last week 
that this would not affect their respective survey operations. . Page 59 
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and Montreal, under present CBC} F. H. Elphicke of Station CKWX, 
policies, D. Malcolm Neill, board| Vancouver, was reelected pres- 


chairman of CAB, told the con- 
vention. 

Mr. Neill was referring to CBC 
plans calling for two television 
stations, presently under construc- 
| tion, one in Montreal and one in 
| Toronto. 

“These are now tentatively sche- 
| duled to commence operation in 
| August or September this year,” 
he said. “Several millions of dol- 
| lars of tax money contributed by 
all Canadians is being spent on 
| these two stations to provide the 

people of Montreal and Torento 
alone with a nebulous television 
| service.” 

D. Malcolm Neill of Station 
|CFNB, Fredricton, was reelected 
| chairman of the board of CAB and 


ident of the association and also 
was elected president of the 
British Columbia Assn. of Broad- 
casters. 


Udell Sons to Chernow Co. 


Max Udell Sons & Co. New 
York, manufacturer of Gramercy 
Park clothes for men, has ap- 
pointed Chernow Co., New York, 
to handle all advertising. A con- 
sumer magazine and business pa- 
per campaign is planned. The com- 
pany formerly advertised direct. 


Harris Joins Kaplan Co. 

Abner H. Harris, formerly with 
Ideas Advertising, New York, has 
joined Arthur B. Kaplan Co., New 
York, as general manager. 


LAKE SHORE ELECTROTYPE DIV. 


1224 W. VAN BUREN 


ST. * CHICAGO 7, ILL. 


PHONE SEeley 8-1010 
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10th of a Series 


t per line per thousand 


Good question ... especially when you're buying 


advertising space in the New York market. The best answer 
is “best customers”. Because to sell profitably and 
efficiently . . . your advertising has to be selective, has to 
separate best customers from not-so-good prospects. 


In New York you can buy multiple-buying customers that 


mean higher profits in the Herald Tribune Quality Market 


... Class audience that buys mass... buys heavily at all 


price levels... has high incomes, exceptionally large savings, 

impressive security holdings... is always receptive to new 

ideas. Sell the Herald Tribune Quality Market and you'll 

- sell more products in New York... more profitably! 
: Get all the facts on the one newspaper that always quotes 


you cost per line per thousand Best Customers... 


NEW YORK 


erald Tribune 


REMODELING PLANS 


57% of Herald Tribune home owners 
plan to make improvements on their 
present homes... projects that in- 
clude decorating, adding rooms, re- 
modeling kitchens and reroofing. 
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FUTURE PLANS 
68% of Herald Tribune families rent- 
ing homes plan to move... of these, 
30% will rent a larger apartment, 
27% will buy a house, 20% will build. 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 


&@ newspaper's audience. For further data, write to Herald Tribune Market Research Department, 230 Wes! 41st Street, New York 36, ¥ 


HOBBIES 
76% of all Herald Tribune families 
have hobbies ...34°7 of these families 
specialize in photography, 319% in 
dressmaking and needlework, 22% in 
knitting and crocheting, 19% collect 
stamps and 13%, do woodworking. 


PHONOGRAPH RECORDS 


55° of all Herald Tribune families 
buy phonograph records ...they buy 
an average of 22 records a year. 
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Atkins Joins Erwin. Wasey 
Charles Atkins, formerly assist- 
ant production manager with J. 
Walter Thormpson Co. in Canada, 
has been appointed production 


manager in the Montreal office of 


Wasey of Canada 


Erwin, 


Appoints Amos Parrish & Co. 

Deering, Milliken & Co., New 
York, has switched its women’s 
fabric division from Car] Reimers 
Co. to Amos Parrish & Co., New 
York 


LETTERS with that FOLKSY Touch 


Homey, human, down-to-earth letters 
talk the readers’ language, and SELL’ 


One series 25 years old. Write for circular 


“het Sellen Got” ® 


~ Leo P. Bott, jr. 64 E. Jackson, Chicago 


N. Y. Marketers Plan Merchandising Clinic 


New York, March 25—A two- 
day merchandising clinic has been 
set for April 29-30 by the New 
York chapter of the American 
Marketing Assn. 

Key topics at the sessions, sche- 
duled for the Hotel Roosevelt, will 
be price maintenance, free mer- 
chandising services, private brand- 
ing and related problems. Leading 
merchandisers in foods, grocery 
products, home furnishings, ap- 
pliances, fashion, apparel, services, 
drugs and cosmetics will take part 
in panel discussions. 

Opening event of the clinic will 
be a joint luncheon of the AMA 


and the Sales Executives Club. 
Speakers will include Ted Cott, 
v.p. of National Broadcasting Co.; 


Frank Mansfield, director of sales 
research for Sylvania Electric 
Products, and Douglas’ Leigh, 
president of Flamingo Foods. 


® Clinic sessions will be given 
over to discussion panels covering 
pricing policies, brand policies, 
media and other merchandising 
services, the use of premiums, cou- 
pons and contests, and merchan- 
dising fact-finding policies. 

Chairmen of the _ discussion 
panels will include W. Parlin Lil- 
lard, General Foods; J. Sidney 
Johnson, National Biscuit; Ronald 
Welch, McCann-Erickson; H. Ford 
Perine, Time-Life, and John E. 
Shepherd, Fletcher D. Richards 
Inc. 


Exhibitors will show the latest 
developments in display materials 
and merchandising programs and 
services. 


Rodana Increases Schedule 


Rodana Watch Co., New York, 
will have an increased 1952 ad- 
vertising schedule, including 
small-space advertising in Life. 
This will supplement the regular 
Rodana schedule of color inserts 
in jewelry business papers and 
dealer aids. Gramercy Advertising, 
New York, is the agency. 


Promotes Carl Weitzel 

Field Enterprises Inc., Chicago, 
has promoted Carl J. Weitzel to 
executive v.p. and treasurer. In 
his new position, he is empowered 
to act for Marshall Field, presi- 
dent, in all corporate matters. 
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RADIO . . . AMERICA’S GREATEST | 
ADVERTISING MEDIUM Ah 
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WGAR Cleveland - 50,000 warTs - CBS 
y) EASTERN OFFICE: 665 FIFTH AVE.,NEW YORK CITY a 


Powerful 


» 


8 
» 


sales 
promotions . 


) 


tinuously 


Six sure-fire selling forces now 
combine to move merchandise for 
advertisers using the effective, new 
WGAR MerCHAINdising Plan. 


50,000-watt WGAR 


tells and sells more than four 
million listeners... 


Two leading national grocery 
chains swing into action... 


Exclusive point-of-purchase dis- 
plays go up for one full week 
in 197 stores... 


WGAR personalities appear at 
meetings and store 


Product stories, pictures and 
news of sponsor activities are fea- 
tured in WGAR's widely circulated 
merchandising publication. . . 


WGAR promotes the plan con- 


through “on-the-air” 


and newspaper publicity 


Ask today for the WGAR 
MerCHAINdising Plan book- 
let that tells the complete story 
of six selling factors in one 
sales-building program that 
really moves merchandise! 
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%. Represented Nationally by 
” Edward Petry & Company 


Sie 


Advertising Age. March 31, 1952 


Overflow Crowd at 
Four A’s Meeting 
Rules Out Guests 


New York, March 25—For the 
first time in many years, because 
of the number of member reser- 
vations, American Assn. of Adver- 
tising Agencies will be unable to 
invite advertiser and media guests 
to its annual meeting April 3-5 
at the Greenbrier in White Sul- 
phur Springs, W. Va. 

Special features of this year’s 
program will include a session de- 
voted to television topics, a copy 
session, a half-day of agency size- 
group meetings for discussion of 
management problems, and a din- 
ner honoring members of the Four 
A's advisory council. 

Speakers will come entirely 
from member agencies with the 
following exceptions: Erwin D. 
Canham, editor, Christian Science 
Monitor, will be the principal 
speaker at the annual dinner April 
4; Clarence Eldridge, v.p. of Gen- 
eral Foods Corp., will lead off the 
Friday afternoon session with a 
discussion of agency-client rela- 
tionship; Robert M. Gray, adver- 
tising and sales promotion man- 
ager, Esso Standard Oil Co., will 
present a report from the Adver- 
tising Council; J. E. Ratner, editor- 
in-chief of Better Homes & Gar- 
dens, will address the copy ses- 
sion, and Robert D. Swezey of 
WDSU and chairman of the tele- 
vision code committee of National 
Assn. of Radio and TV Broad- 


casters, will talk before the TV 
session. 
@ An additional feature of this 


year’s meeting will be an exhibit 
of outstanding European posters, 
collected and distributed by Wil- 
lard Golovin of Willard B. Golovin 
Corp., a member agency. 
Presiding officers will be Louis 
N. Brockway, executive v.p. of 
Young & Rubicam, and chairman 
of the Four A’s board, and John 
P. Cunningham, executive v.p. of 
Cunningham & Walsh and vice- 
chairman of the association. 


Lowenstein & Sons Names 
Stocking Its Ad Director 

M. Lowenstein & Sons, New 
York, has appointed Willard Y. 
Stocking director of advertising. 

Mr. Stocking 
came to Lowen- 
stein from Fuller 
& Smith & Ross, 
where he served 
as an account ex- 
ecutive for 
Owens-Corning 
Fiberglass tex- 
tile division and 
various other ac- 
counts allied to 
the textile indus- 
try. Prior to that 
he was sales pro- 
motion and merchandising direc- 
tor of Talon Inc., Meadville, Pa., 
where he was identified with the 
original promotions that launched 
the company’s slide fastener. 


a 


Willard Y. Stocking 


Puts Out Chicago TV Guide 
Hal Tate Productions, Chicago 


| television package firm, has pub- 
| lished a two-sided telephone-card 
' Chicago television directory. The 


phone cards will be distributed at 
the National Assn. of Radio and 
Television Broadcasters conven- 
tion at the Conrad Hilton Hotel in 
Chicago April 1. 


GM Names Hayes PR Manager 


AA erroneously reported March 
17 that Ray Hayes had been pro- 
moted to public relations manager 
of the Los Angeles office of Buick 
division. Actually, Mr. Hayes is 
manager of the newly opened de- 
partment of public relations in Los 
Angeles of General Motors Corp. 


Haase Elected WDRC V. P. 
Walter B. Haase, general man- 
ager of WDRC, Hartford, has been 
elected a v.p. of the station. He 
succeeds the ‘late I. A. Martino 
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In the major weekly field (1951 vs. 1950) 


ONLY LOOK HAD GAINS 
IN NEWSSTAND SALES : 


Trends in newsstand sales have always been considered a good barometer of a 


magazine’s true editorial strength. 


For when readers go up to the newsstand, pay their money and take their choice, 


there can be little doubt about which magazines have real appeal for them. 


In today’s highly competitive market, the figures below give clear indication of 


LOOK’s continuing vitality. 


1951 1950 Gain or Loss 
Look 1,266,404 | 1,251,778 | +14,626 
LIFE 1,620,511 1,808,888 ~188,377 


POST 


1,576,623 


1,639,262 


—62,639 


Collier’s 


694,649 


SOURCE: Publishers’ Statements to ABC for June and December, 1950 and 1951 


of IN TOTAL CIRCULATION GAINS, LOOK topped the major 


an increase of 56,648 over 1950. Year after year...in fact, in 
every single one of the post-war years . .. LOOK has had a con- 
tinuing circulation increase. LOOK’s 1951 average net paid 
circulation represented a gain of 882,068 over 1946... a gain 
almost equal to that of Life, Post and Collier’s combined! 


MOST EXCITING MAGAZINE IN AMERICA 


weekly field in 1951, with a net paid circulation of 3,224,042... 


768,908 


—74,259 


GARDNER COWLES 
EDITOR 
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Whisky Jobbers Get 
Chips-Down Lecture 
from Seagram Head 


(Continued from Page 1) 
“This brand is going over with 
you or without you. Just don’t kid 
me, because we're going to put 
real money into it, and we'll need 
real effort.” 


MT a aes 


As for the advertising, Mr. Dowd 
cautioned that no advertising can 


move goods from a shelf they 
aren't on. He unveiled three copy 
themes, all resting strongly on 


large illustrations, which will be 
used in newspapers. 

The themes are roughly alike, 
and are now running in various 
parts of the G&B territory on the 
eastern seaboard. One stresses “be 
certain,” another stresses G&B as 


a “great buy,” and the third talks 
about G&B and “you” as a “won- 
derful combination.” 

“If these don’t do it, we'll keep 
on writing ads until we hit the 
button,” Mr. Dowd promised. 


Colonial Promotes Showler 

Robert L. Showler has been pro- 
moted to sales manager of Colonial 
Airlines. He joined the airline's 
sales department in 1948. 


for Il years... 


Northwestern Bell Telephone 
Company has been selling the 
transit 
territory on the variety of serv- 
ices to be found in the Yellow 
Pages of their Telephone Direc- 
tory. Car card low cost gives the 
campaign heavy “advertising 
mileage”. 


Murray & Malone Co. 


rider audience in their 


712 Ontario Ave. West 
Minneapolis 2, Minn. 


Minneapolis-Se. Paul 


Duluth-Superior «+ San Antonio 


igency: Batten, Barton, Durstine a Osborn, Ine. 


FTC Orders Hit 


4 Watch Makers 


(Continued from Page 1) 
their customers by size of purchase 
into several groups, and allowing 
progressively higher ad allowances 
for larger volume brackets. 


® In effect, the commission rules 
out bracketing of eustomers by vol- 
ume. It says each customer who 
sells in competition with another 
must receive an allowance exactly 


| proportional to his purchases. 


Another internal flare-up within 
FTC was aired in the decision, with 
Commissioner Lowell Mason filing 
“concurring views.” In going along 
with the decision, Commissioner 
Mason said, “Under the present ad- 
ministrative policy of the commis- 
sion there is nothing to do but en- 
ter the order herein.” 

He protested that the case could 
have been settled by negotiation 
with the three companies, but that 


' THREE 


out of every FOUR 


ng a aE @ 


who read 


att 


Detroit area families 


The Detroit Times everyday 


have their favorite newspaper 


—The Detroit Times— 
delivered DIRECT to their homes 


by regular carrier boys. 


In the home 


is where sales are made. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING 


You're Missing Something 


If You Miss The Detroit Times 


SERVICE 
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FTC has a “hard and fast policy” 
of refusing to grant stipulation 
settlements in Clayton Act cases. 


@ Only last week Commissioner 
Mason filed “concurring views” in 
an order barring Independent Gro- 
cers Alliance from accepting ad- 
vertising allowances which are 
passed on to wholesalers and gro- 
cers. At that time he warned that 


| the order is required by law, but 
|} may have far-reaching effect on 


the whole food merchandising sys- 
tem. 

In an answer to Mr. Mason to- 
day, Commissioner John Carson 
said Commissioner Mason ought to 
take his problems to Congress in- 
stead of creating the feeling that 
he is criticizing his colleagues. 

“The fact is,” he said, “that un- 
der the law there is nothing to do 
but enter the order herein.” 

Asserting that the law is so clear 
“that he who runs may read,” 
Commissioner Carson pointed out 
it says, “Whenever the commission, 
authority or board, shall have rea- 
son to believe that any person is 
violating or has violated any of the 
provisions of sections two, three, 
seven or eight of this act, it shall 
issue and serve upon such persons 
a complaint.” 


s “Could it be,” he asked, “that 
the author of the concurring state- 
ment is actually only intent upon 
opposing the Clayton Act as 
amended by the Robinson-Patman 
Act? 

“.. Of course, the answer to our 
colleague, the author of the ‘con- 
curring’ statement, and to anyone 
who is attacking the law, is that 
their cause should be presented to 
Congress.” 

In the Bulova and Elgin cases, 
FTC found each company paid 
some of its customers for furnish- 
ing advertising services, and in the 
Gruen case FTC conceded that all 
customers were getting allowances. 
But in all cases, FTC said, the use 
of arbitrary groupings based on 
volume prevented all customers 
from getting allowances propor- 
tionate to their purchases. 


@In the Gruen case, FTC ex- 
plained: “While there has been 
no exclusion of any classification 
or volume bracket of customers 
from participation and while there 
had been equality of participation 
on the part of competing customers 
within a particular volume brack- 
et, there has been inequality of pos- 
sible and actual participation 
among competing customers in dif- 
ferent classifications or brackets.” 

The complaint against Benrus 
does not involve advertising allow- 
ances, but it charges that the com- 
pany achieves price discrimination 
by bracketing its customers ac- 
cording to volume purchases and 
allowing discriminatory discounts. 

FTC said discounts range from 
1% of list for the $2,000 to $4,000 
bracket to 8% of list for the “over 
$75,000” group. The commission 
added that a single large customer, 
whose purchases totaled $384,686, 
was given a special list price which 
was 14144% off regular list. 


Pollak Resigns from ABC 

James S. Pollak, midwestern 
program director of the American 
Broadcasting Co., is resigning ef- 
fective May 1. The network will 
eliminate the position upon Mr. 
Pollak’s departure, as part of its 
economy cutback. While in Chi- 
cago, Mr. Pollak originated and 
produced the “Impact” show and 
supervised all network origina- 
tions, including “Super Circus” 
and “Stud’s Place.” He formerly 
had produced the Kefauver hear- 
ings for the net. Contrary to the 
usual practice, Mr. Pollak does not 
plan to open his own TV consulting 
service. 


Carrier Corp. Boosts Rachal 


John M. Rachal, formerly sales 
manager of Carrier Corp., Syra- 


|cuse, has been promoted to man- 


ager of Carrier International di- 
vision 
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Success story . . . with outdoor posters 
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“Lewyt's hard-selling No Dust Bag to Empty’ posters have played a major 
role in making Lewyt, in just five years, one of the top-brand vacuum cleaners 
in the country. Lewyt dealers from coast-to-coast have found outdoor adver- 
tising an ideal way for tying-in their stores with a spectacular advertising- 


merchandising campaign.” 


DONALD B. SMITH 
Directs of Advertising 
LEWYT CORPORATION 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


( The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


S 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
WALKER & COMPANY © UNITED ADVERTISING CORPORATION © WHITMIER & FERRIS CO., INC 
ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTERADV.CO. © E£.A. ECKERTADVERTISING CO. 
PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTERADVERTISING CO. * C.E. STEVENS CO 
CONSOLVO ADVERTISING CORP. «© LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 
AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 


serving one-fifth 
of the nation’s 
consumers . . . 
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P&G Forms Brand Division 3 
Procter & Gamble Co., Cincin- 
nati, has created a third brand 
promotion division Robert R. 
Shetterly, an associate brand pro- 
motion division manager, has been 
appointed head of the new divi- 


sion. The division will take over 
Crisco and Spic and Span from 
the other divisions, In addition, 
the division will handle new prod- 
uct development, although a new 
product may be given to one of 
the other divisions if it can be 


handled better there 
Taylor Named Art Director 
Robert Taylor, formerly art di- 


rector for N. W. Ayer & Son, Chi- 

cago, has been appointed art di- 

rector in the Chicago office of J 
Walter Thompson Co 

CATCHING EYES 

is what Eye* Catchers 

¢ ‘ photes of mats do for 


adv. of editorials at very 
little cost) SINGLE prints 
or money saving subscrip 
tion FREE Proofhook No 
1 ovoilable NOW 


EYVE*CATCHERS, Inc. 
207 €. 37 Sv, WY. City 16 


New Reinhold Panel 
Will Make Studies 
in Chemical Field 


New York, March 25—A panel 
of 300 technical men from the na- 
chemical process industry 
has been formed for the purpose 
of determining product informa- 
tion needs and getting data on buy- 
ing habit 

The panel is a project of Rein- 
hold Publishing Corp.’s catalog di- 
vision, which publishes Chemical 
Engineering Catalog and Chemical 
Materials Catalog. The group, 
known as the “Process Industries 
Panel,” has completed its first 
study, dealing with electrical 
equipment for process plants 

According to the survey, in 82% 
of the plants studied process engi- 
neers had an active hand in pre- 
liminary selection of electrical 
equipment and systems to go along 
with process designs 

On additions to, or moderniza- 


tion’s 


\ IMPORTANT CORNER 
IN THE U.S.A. 
\ 


y 
THE MOST 
— Win 
SAN DIEGO 
CALIFORNIA 


of, facilities, the 


electrical 
process engineer, along with the 
electrical engineer, was a heavy in- 


tion 


fluencing factor in 68% of the 
cases. 

Of 280 questionnaires sent out, 
180 were returned, and an analysis 
of these revealed no less than 80 
different title variations, all of 
them in the chemical process in- 
dustry. 

This first Reinhold report also 
shows what kind of information 
technical men would like to see in 
manufacturers’ electrical equip- 
meni literature 


Joins Ray C. Jenkins Agency 

James P. McCormack, formerly 
production manager of Gamble- 
Skogmo, Minneapolis, has been 
named production manager of Ray 
C. Jenkins Advertising, Minneap- 
olis. 


Red Owl Promotes Nickel 
P. S. Nickel, assistant to the 
president, has been promoted to 
public relations director for Red 
Owl Stores Inc., Minneapolis. 


Dieco « BIGGER 


TOURIST BUSINESS 1951 *79,000,000 


1950 


$75,000,000 


| Department Store Sales... 
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Sales Continue Well Below ‘51 Level 


DEPARTMENT STORE 
SALES INDEX 


WaAsHINGTON, March 25—Depart- 
ment store sales are continuing to 
range well below 1951 levels. Fed- 
eral Reserve Board figures for the 
latest week (to March 15) show an 
11% decline from sales in the same 
week last year. 

The sales lag can not be blamed 
entirely on a late Easter. The Re- 
serve Board estimates that this 
year’s late Easter (April 13) should 
result in a sales decrease of 6% for 
the month of March. However, in 
the first three weeks of March vol- 
ume ran 14% below 1951. 


@ The week ending March 15 saw 
only five cities report gains, all of 
them small with the exception of 
an unexplained 29% sales jump in 
New Haven. In neighboring Massa- 
chusetts, Lowell-Lawre.ace de- 
partment stores suffered a 30% de- 


San Diego Union 


and 


FVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


| Reserve District 
| area) reports that for the first two 


1935-39 EQUALS 100 


Week to Mar. 15, ’52* p260 


Week to Mar. 8, '52*....255 
Week to Mar. 1, °52*....245 
Week to Mar. 17, °51*..292 
Week to Mar. 10, '51*..303 
Week to Mar. 3, '51*....288 


pPreliminary. 
Not adjusted seasonally 


cline. Other big losers were El 
Paso, 27%; downtown Los Angeles, 
25°; Oakland, 23%, and Buffalo, 
18%. 

Appliances, which got the bene- 
fit ‘of scare-buying last year, ap- 
pear to be accounting for a good 
part of the loss. The 2nd Federal 
(New York state 


months this year sales decreased 
21% on major household appli- 
ances, 21% on refrigerators, 12% 
on washers, 28% on radios and 
phonographs and 23% on televi- 
sion sets. 


% Change from 


Year Ago 
Week Ended 
Federal Reserve Mar. Mar. Mar. 
District and City 15 
UNITED STATES —i1 
Boston District —4 
New Haven 29 
Boston 16 
Lowell-Lawrence 30 
Springfield 15 
Providence 11 
New York District —I5 
Newark —9 
Buffalo 18 
New York 16 
Rochester -14 
Syracuse —13 
Philadelphia District —* 
Philadelphia —7 
Cleveland District —it 
Akron 0 
Cincinnati 4 
Cleveland 16 
Columbus —g 
Toledo —18 
Erie —13 
Pittsburgh 15 
Richmond District —l0 
Washington —7 
Baltimore —15 
Atlanta District —4 
tirmingham -12 
Jacksonville —14 
Miami —7 
Atlanta 15 
Augusta ? 
New Orleans 0 
Nashville —10 
Chicago District tal 
Chicago —5 
Indianapolis —=§ 
Detroit —10 
Milwaukee —15 
St. Louis District -1 
Little Rock 8 
Louisville 12 
St. Louis Area —3 
Memphis 3 
Minneapolis District —_9 
Minneapolis —l1 
St. Paul au 
Duluth-Superior —ll 
Kansas City District —) 
Denver —15 
Wichita 1 
Kansas City —10 
St. Joseph —13 
Oklahoma City —10 
Tulsa —4 
Dallas District —5 
Dallas an 
El Paso —27 
Fort Worth —7 
Houston 2 
San Antonio —10 
San Francisco District —16 
Los Angeles Area —19 
Downtown 
Los Angeles —25 
Westside 
Los Angeles —17 
Oakland —23 
San Diego —2 
San Francisco —17 
Portland —17 
Salt Lake City —18 
Seattle 8 2 —1l7 
Spokane —13 7 —8 


rRevised. 
*Data not available 


NBC-TV Names Rayel, Fuller 
John F. Rayel has been named 

supervisor of National Broadcast- 

ing Co.’s television package pro- 


gram sales and John G. Fuller 
supervisor of program sales de- 
velopment. Mr. Rayel was super- 


visor of talent program procure- 
ment for the network. Mr. Fuller 
was manager of television sales 
promotion. 


Langan Joins F&S&R 

John G. Langan, formerly an 
account executive with Price, 
Robinson & Frank, Chicago, has 
joined the account staff in Chicago 
of Fuller & Smith & Ross. 
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Hickok Plans Major 


Summer Promotion 


Rocuester, N. Y., March 26—A 
merchandising program to help 
retailers make the most of a poten- 
tial $500,000,000 men’s gift market 
during June, July and August is 
planned by Hickok Mfg. Co. 

Retail stores will be tied in to 
a national advertising schedule 
through coordinated gift items for 
men in new packages, and prize 


contests for retail clerks and ex-! 


ecutives 

Full-color spreads will appear 
in Collier’s, Life, Look and Vogue 
These ads, picturing 33 gift items 
for men, specially packaged and 
wrapped, will be repeated in b&w 
ads in newspapers through mats 
furnished to retailers. A newsreel 
commercial will be supplied for 
TV and spot announcements for 
radio. Kastor, Farrell, Chesley & 
Clifford is handling this adver- 
tising 


8 Hickok will stimulate interest 
of sales clerks with a $30,000 con- 
test. Clerks doing the best selling 
jobs will get 927 prizes. First 


prize is a 16-day trip to the Carib-| 


bean. Another $20,000 in prizes 
will go to store managers, display 
inanagers and buyers for the best 
coordinated jobs in windows, in- 
terior displays and newspaper ad- 
vertising. Another $20,000 in 
prizes will go to Hickok’s own 
salesmen. 

Response from stores to the pro- 
gram has been pre-tested. Last 
fall a demonstration by an Akron 
store saw sales of Hickok gift 
items increase 75% while other 
merchandise gained 25% over the 
preceding year. 

The promotion, called the “Hic- 
kok Gift Show,” will be financed 
entirely by Hickok. New items 
have been added to the already- 
established Hickok line of belts, 
jewelry, wallets and the like. The 
new items include cigaret light- 
ers, pipes, pens and pencils. 


Sealy Backs Gray on TV 

Sealy Mattress Co., New York, 
will present Barry Gray in a Mon- 
day-through-Friday 15-minute 
news commentary telecast over 
WABD, New York, starting April 7 
at 11 p.m., EST. Getschal & Rich- 
ard, New York, is the agency. 
Sealy is one of Mr. Gray’s 16 parti- 
cipating sponsors on his late eve- 
ning radio gabfest over WMCA, 
New York. 


Vick Knight Gets 4 Accounts 
Vick Knight Inc., Hollywood, 
has been appointed to direct ad- 
vertising for Meister Co., Los An- 
geles, maker of sewing machines; 
Benson-Lehner Corp., Santa Mon- 
ica, manufacturer of Computyper 
business machines, Aronov Shoe 
Co., Pasadena, maker of women's 
footwear, and Nu-Age Products 
Inc., Beverly Hills, toy maker 


Masket to Morey, Humm 

Masket Bros. Sportswear Inc., 
New York, has appointed the wo- 
men’s division of Morey, Humm & 
Johnstone, New York, to direct its 
advertising. Emerson-Rogers, New 
York, previously serviced the ac- 
count. Robert Smith, formerly 
with Roberts-Reimers Advertising, 
New York, has joined the agency 
as a writer 


Expands Advertising Plans 

Harold P. Cowan Importers Ltd., 
Toronto, is expanding its merchan- 
dising and advertising for Freshie 
fruit flavors. Copy in national and 
weekend comics from mid-May— 
via E. W. Reynolds Ltd., Toronto 
—will be combined with a point 
of sale dealer campaign. 


Astral Drives in Canada 

A campaign will start in May 
for Astral electric refrigerators, 
running in 27 English and French 
Canadian dailies. The Toronto of- 
fice of Walsh Advertising will 
place the campaign for Taymouth 
industries Ltd., Toronto, maker of 
the refrigerators. 


1,324,000 EMPLOYED NOW in the Detroit metro- 
politan area—only 5.5% below a year ago. 
And skilled workers are in big demand by 
most every plant. 


FACTORY WAGE NOW OVER $2 AN HOUR—highest 
average factory wage rate of the nation’s five 
largest cities ... up 6.5% over a year ago. In 
total payroll, that more than offsets the drop 
in employment. 


SAVINGS HIT NEW HIGH OF $977,960,000 — 
up 3.6% over a year ago. And bank debits 
amounted to more than 50-billion dollars last 
year...5 billion more than the previous year. 


OVER 2 MILLION CARS AND TRUCKS IN FIRST SIX 
MONTHS of this year is the production sched- 
ule of the auto industry. That’s more than was 
produced in the same period of 1949. 


NEW $50,000,000 FORD PLANT will build Navy 
jet engines. Chrysler and Packard have other 
jet plants well under construction ... and 
over 100 Detroit metropolitan area plants 
have been granted certificates of necessity for 
additional plant facilities. 


50,000 NEW DEFENSE JOBS BY JULY IST for 
Detroit area workers! Government-approved 
program will give Detroit area an additional 
$500 million “immediate production” defense 
order. This will raise Detroit’s contract total to 
10% of the nation’s total defense production. 


VALUE OF INDUSTRIAL GOODS manufactured in 
the Detroit area is third highest in the nation 
—topped only by New York and Chicago. 


Yes! Detroit Means Business 
Today—and for years to come! 


THE DETROIT NEWS has always been the strongest single selling force 
in the great Detroit market. THE NEWS not only has the largest total week- 
day circulation, but concentrates 96% of it in the 6-county trading area 
that accounted for OVER 4 BILLION DOLLARS RETAIL BUSINESS LAST 
YEAR! That's why advertisers place practically as much total linage in 
The News as in both other Detroit papers combined. 


459,808 


“wee The Detroit N 


THE HOME NEWSPAPER 


Highest Sunday trading 

area circulation. 

A.8 figures for 6-month period 
ending September 30, 1951 


owners and operstors of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A H. KUCH © Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicage 
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—The Merck Review 


“Dumb luck was with us, Mr. Benson.” 


‘Bad’ News May Do Some Good 


It is painfully obvious that business is not as good as it might be 

in many cases. Not that the bottom has dropped out. But certainly 
there are few instances in which customers are madly snatching at 
merchandise. 
“Retail sales stubbornly refuse to hit the levels of last year, even 
tHough there is general belief that they will improve. Prices in many 
lifes are soft, although again there is hope that they will firm up 
Shortly. Even in lines which have been widely advertised as suffer- 
ing from shortages, there are indications that the shortages are more 
imaginary than real 

A!l this causes a good deal of head shaking and the development 
of incipient ulcers. It appears that the gravy train, while not neces- 

ly slowed down to a walk, is no longer careening madly along the 
k that leads to the Valhalla of sales records. 

Naturally, this is “bad.” But it is also “good.” It is good because 
it is forcing any number of people who have been living in some 
Kigd of a dream world to wake up and re-enter the world of reality— 
that real-life world in which the seller has to put himself out a little, 
and think intelligently, and act sensibly, in order to make a sale. 

After 12 years in which practically no thought or effort had to be 
deyoted to selling, this current sidewise shuffling of the economy is 
oné of the best things that could happen to a selling and distributing 
mechanism which has gotten painfully fat and lazy. Fortunately, the 
sha@keout—if it can be called that 
really being hurt too badly 
that no one can mistake them 


is mild enough so that no one is 
Yet its warnings are clear enough so 


Realistic Store Hours Can Help 


For many years retailers in crowded central sections of cities, and 
particularly that conventional 
store hours are making their sales problems harder. But they have 
been reluctant to do anything about it. They preferred not to be in- 
convenienced themselves, and in many cases they faced labor prob- 
lems which make it hard to deviate from the usual 

But there are increasing signs that they are breaking down. In 
Chicago, for example, two of State Street's largest emporiums— 
Carson Pirie Scott and Mandel Brothers- 


department stores, have realized 


are now staying open both 
Monday and Thursday nights. All of the big stores, except Marshall 
Field’s, have been open on Monday evenings for a long time. And 
there are at least vague intimations that Field’s, the big holdout 
against evening hours, may join the parade before too long. 

The same sort of thing has happened and is happening in other 
cities. And it makes sense. Approximately one-third of all married 
women work. Approximately 100% of all adult males work. No one 
has much time to shop during conventional daytime hours, which 
were set up originally to cater to the needs and desires of a con- 
siderably different population. Parking is practically impossible in 
the central business area during the day; at night the same facilities 
which are crowded to distraction during the day are more reasonably 
available. There are more and more family units, and more and more 
purchases requiring family decision. At night the family can shop as 
a unit; in the daytime this is frequently impossible. 

The man with something to sell—and this includes practically 
everyone—-has an obligation to make it as easy as possible for the 
buyer to buy. But lush business and shortages of merchandise in re- 
cent years have obscured this simple fact 

As 
phase, store hours and a host of other sales practices can be expected 


the buying-selling relationship approaches a more normal 


to shift quickly. We might even get back to those glorious days when 
people used to say, “The customer is right”’—and mean it! 


What They're Saying 


Opportunity for Industry 
Industry depends upon the en- 
gineering college for its supply of 
| fresh engineering talent. Realizing 
this, industry has been generous 
j in its consideration of the engi- 
| neering school. But in this day of 
manpower shortages, 
also hurting the college by hiring 
away its faculties at salaries far 
beyond those that the college can 
| pay. Industry is depleting the very 
group upon whom it is dependent 
for the training of its future sup- 
ply of engineers. It is truly a case 


of consuming the seed corn. The, 


answer lies in no passive pledge 
by industry to refrain from such 
| activity. Further, unlike corn ker- 
| nels, which remain quietly stored 
until required for planting, college 
faculty, pinched by low salaries 
and rising costs, are often clamor- 
| ing for industrial employment. The 
| opportunity lies in active support 
| by industry of the college programs 
|upon which they are dependent. 
This is no call for charity. Sup- 
plements to salaries and aid in the 


|acquisition of physical needs, 
| though helpful, are not the sole 
|}answer. Great possibilities for 


| mutual aid lie in the services that 
colleges can render industry in re- 
| search and development programs, 
|in extension courses, and in con- 
| sulting services through use of 
| college faculty and facilities, while 
the college forces are held in- 
tact... 

—William Gardner Van Note, inaug- 

ural address upon installation as presi- 


dent of Clarkson College of Tech- 
nology, Potsdam, N. Y 


_ Patois 
People we eagerly look forward 
to meeting but never have: 
...The housewife who says to 
her husband after a shopping trip, 
| “Morton's have a store full of at- 
ltractive values in quality mer- 
chandise. Look at this stunning se- 
| lection of costume jewelry I bought 
|—and at a price well within my 
budget!” 
...The motorist who says, “I 
‘enjoy really carefree motoring with 
my shiny new Asteroid Eight. 
Notice the effortless acceleration 
—the maneuverability under all 
traffic conditions—the graceful 
sweep of its up-to-the-minute 
|body design. Yes...Asteroid sets 
new motoring standards for 1952!” 
...The moviegoer who says, “I 
i thrilled to every emotion-packed 


industry is) 


minute of GRANDMA Was A NupIst. 
It’s an action-filled, romance-laden 
saga of life in the raw.” 

There must be people who talk 
like that. The radio speaks to them 
every day in their own vernacular. 
It chafes us that, try as we may, 
we can seldom enlarge our circle 
of friends beyond the oafs who 
say: “Hey, look at the swell pearls 
I got for 98 cents!”.. .“Rides pret- 
ty nice, eh? Damn good car!”... 
and “Y’oughta see that picture! I 
got a big bang out of it.” 


—Proofs to Client, published monthly 
by Harold F. Stanfield—Advertising, 
Montreal-Toronto 


Fear of Self 

Every new salesman is afraid of 
himself. There is nothing unusual 
about this. He is just like you or 
me when we are facing something 
new and something which looks 
difficult because we don’t know 


a new salesman is afraid of him- 
self, what does this mean in terms 
of sales training? I think it means 
that sales training must be di- 
rected toward the constant forti- 
fication of this man’s ego, toward 


ation in his heart and soul of a 
“power complex.” He may never 
be an expert but he must be made 
to feel that he is. In today’s com- 
petitive market, product training 
alone is not enough. A full head 
of steam is not enough. No amount 
of old-time sales-management 
evangelism will substitute for 
thorough sales training. This man 
| has got to know how to sell if he 
is to overcome this devil, Fear of 
Self. 


—David Sutton, Vice-President, Krem- 
ers-Urban Co., Milwaukee, in “The 
Red Barrel,” issued by Coca-Cola Co. 


| Definition 

One of my favorite definitions of 
a small business man is, “A small 
business man is a business man of 
flexible size who bulks large in 
the concern of politicians.” 


—Edward McSweeney, in a talk at 
the annual convention of the Printing 
Industry of America 


Intolerable 

Store customers will not tolerate 
the type of salesclerk whose atti- 
tude is that of a counter irritant. 


—J. Gordon Dakins, general manager 
and treasurer, National Retail Dry 
Goods Assn. 


Advertising Age, March 31, 1952 


Rough Proofs 


C. W. Crawford, Food and Drug 
Administrator, proves that he is 
no friend of copywriters when he 
says, “Those who are fomenting 
the idea that plentiful foods must 
be supplemented by pills or ‘elixirs’ 
usually have a commercial inter- 
est.” 


Sponsors will be broadcasting 
radio and TV versions of baseball 
this year from Mudville to Man- 
hattan. Even if Ty Cobb is right 
about the diamond sport, fans must 
like the home run even better than 
the drag bunt. 


“The marketing research man 
who is ‘survey slap-happy,’” says 
Richard D. Crisp, “is as obsolete as 
the dodo.” 

And so he'll die happy. drowned 


in a sea of statistics. 
2 


The late arrival of Easter this 
year accounts for most of the de- 
clines in retail business, the ex- 
perts explain. They’re on the look- 
out not for the first robin, but the 
first Easter bonnet. 


On the expanding chlorophyll 
front, the DePree Co. is marketing 
Nullo, while Adrem Pharmacal is 
tempting buyers with Void. 

Looks like a logical spot for a 
merger. 

. 

Fred Gamble is slated to talk to 
the NBP at its spring convention 
on the intriguing subject, “Adver- 
tising Agencies Aren’t Accidents.” 

How about the 15%? 

e 


A new brand is like a new baby, 


|and Needham, Louis & Brorby is 


how to do it. If we recognize that) 


the development of his sense of| 
power and skill, toward the cre-| 


getting ready to introduce an un- 
named dentifrice, made by an un- 
revealed manufacturer, with the 
christening scheduled for April 15 


Ralph Smith says the premium is 
a means and not an end, but he 
probably never saw a small boy 
selling subscriptions good for a 
complete set of fishing tackle from 
a generous publisher. 


Tobacco, like taxes, goes up in 
smoke, but the National Tobacco 
Tax Research Council wants cig- 
aret addicts to know that more 
than half of the money they spend 
is for the revenuers. 


“No other medium will be hurt 
fatally” by TV, says Harold E. Fel- 
lows in a reassuring tone. 

That’s good news, fellows 

. 


The International Boxing Club 
has been sued as a monopoly, but 
why not sue all those dark-skinned 
fighters, like Walcott, Robinson, 
Carter et al., for monopolizing the 
boxing titles? 

. 


Art Porter says media men 
should be competitive in present- 
ing their case to space buyers 

The idea is, hit in the clinches, 
and protect yourself at all times. 

7 


“Liquor is a good gift the year 
‘round, Seagram will emphasize.” 
For it’s always fair weather— 
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February- 
Another Record Month for 


Che Philadelphia Mnguirer 
2.860.000 lines 


making it the greatest February, 


following the greatest January... 


following the greatest year in 


Philadelphia newspaper history! 


An increase of 150,000 lines over February 1951 


First... Yes Firsts 
by an Ever-widening Margin! 


we 


Now in its 19th 
Consecutive Year of Total - 
Advertising Leadership }¥# 
in Philadelphia! ' 


all 


wi a . a se ~ Rapes 


The Philadelphia Mnguirver 
Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representctives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Supermarket | 


“Our Salvation 
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News has a creed : 
Depends Upon Our Printing The News” 


f That is the creed of all Fairchild Publications. It has been so for 60 
: i years ... has never been tampered with . . . and never will be. "Soe 


— 
aes 


That creed has made each of our three daily newspapers* the largest at 
in its respective field—both in reader acceptance and net paid circula- . 
tion. Fairchild Publications have a total of 141,397 subscribers who . 

: paid about $1,500,000. More than 5,000 business firms have bought 

24,000,000 lines of advertising in 1951. 


Why this unique position? Because our readers and advertisers know: 


BP tad! Te, 


that no pressure from any source will ever prevent us from printing 
the news—no matter what the penalty; that we spare no expense in _- 
getting the news—fast . . . and first: that we check all rumors and 
weed out as much as we print; that because our news is significant 


f and timely, advertising in our publications is considered equally sig- : 


nificant and timely. 


he eg ae 


And that’s how SUPERMARKET NEWS will be published. It will be 
different: because it will fill a vacuum now existing in the food 
industry; because 1,600 people wili gather the news and get it ready 
, for the press; and because it will be printed on presses capable of pro- 
| ducing 40,000 copies an hour all ready for mailing. No matter where 
it happens—if it is significant to the food industry—-SUPERMARKET 
NEWS will carry it in the forthcoming issue. 


Eventually You Won’t Be Without It—So Why Not Take Advantage : . 
Of Our Introductory Offer?—One year subscription for $1.00. 


*Women's Wear Daily ............. (ABC Subscribers)............ 55,000 ‘ 
i "Die Cees GONE. ass 5 is cece oe ee ee 22,360 
MINI 65.6 860 Se eee sswad (ABC Subscribers)............ 31,000 
Footwear News .................. (ABC Subscribers)............ 11,113 
GN Seo skis dco Misscavawad (ABC Subscribers)............ 19,970 Pex 


Supermarket News 


A Fairchild Publication 7 East 12th Street, New York 8,N.Y. 
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Olympic Radio Sets 
Largest Campaign 


for TV Receivers 

New York, March 25—A four- 
color page in The American Week- 
ly for March 30 will begin the 


largest all-around campaign ever 
undertaken by Olympic Radio & 
Television for its television receiv- 
ers 

The American Weekly splash 


will be followed by cooperative 
newspaper ads in close to 100 cities, 
designed to supplement magazine, 
poster and TV appeals. Two-color 
insertions will appear in the April 
7 Life and April 19 Saturday Eve- 
ning Post. 


@ George F. Barth, Olympic’s ad 
manager, said that TV and outdoor 
are being used on a test basis to 
determine the extent of a proposed 
national video and outdoor cam- 
paign. The TV test is being con- 
ducted in three markets—Boston, 


| 


"I bought 
| GAS 


#. . because of its two-fold 
circulation plan of 96.53% 
Verification for list accuracy 
by C.C.A. and a 93% 
Readership verification by 
an independent auditor. 
This plan proves conclusive- 
A the identity and reader- 
ip of the men who read 
GAS and reduces waste cir- 
culation to a minimum.” 


... and because GAS has 


a Largest circulation, with 92% to 
individuals in Gas Companies 


» its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact 


More complete coverage of the 
billion dollar gas utility and 
pipeline industry 


>» Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership 


Db More editorial and advertising 
poges per issue than any other 
Gas industry Publication 


DA circulation increase of 79 
in 10 years has kept pace with 
the growth of the industry 


> Lowest advertising rate per 
thousand circulation, plus com- 
plete industry coverage 


Write for Latest 
Market Dota ... 


Baltimore and Cleveland. Outdoor 
displays are being tried in Detroit, 
Cleveland, St. Louis and several) 
other midwestern markets. 

Dealer promotions will also be 


included in the program, the main , 


feature of which is Olympic’s 
$299.95 Special model 

Hicks & Greist, New York, is the 
agency 


WMCA Appoints Youry 


William H. Youry, formerly as- 


Street & Smith Publications, has 
been named sales promotion di- 
rector of WMCA, New York. Pa- 
tricia Bolton, who has been with 
the radio station for some time, 
was promoted to research director. 


Magazine Bows in June 
Trailer Park Management, pub- 
lished by J. Brown Hardison, Chi- 
cago, publisher of Trailer Dealer, 
will appear June 1. Format will 
be 7x10” on heavy coated stock. 
Ad rates will be based on $175 per 


Handles PR for Nylon Dip 

Noel Madison & Associates, Los 
Angeles, has been appointed to 
handle national public relations 
for Nylon Dip, manufactured by 
Robert Smith Mfg. Co., Los An- 
geles. 


Tate to Industrial Surveys 
Russell S. Tate Jr., formerly 
eastern sales manager of Grey- 
van Lines Inc., has been appointed 
supervisor of an account group iri 
the Chicago client service divi- 


sistant subscription manager of 


page, b&w, on a 12-time basis. 


sion of Industrial Surveys Co. 


S 
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Best Foods Adds Show 

Best Foods Inc., New York, is 
sponsoring a new Sunday after- 
noon five-minute news series 
with Larry LeSueur over CBS Ra- 
dio. Time for Shinola shoe polish 
and Rit tints and dyes was bought 
through Earle Ludgin & Co., Chi- 
cago. 


Names Associated Advertising 
Great West Furniture Co., San 
Francisco, has named Ad Asso- 
ciated Advertising Inc., Los An- 
geles, to handle its advertising. 


TRUE CONFESSIONS 
from 7th to 2nd at the § 


Record of Newsstand Sales for 12 Leading Magazines —Jan.’50—Dec.’51 
FIRST SIX MONTHS 1950 


1 | Ladies’ Home Journal 


2 | Life 


3 | Saturday Evening Post 


2,051,185 1 | Ladies’ Home Journal 2,021,361 
1,808,202 2] Life 1,809,574 
1,674,559 3| Saturday Evening Post 1,606,580 


4 | Woman's Home Companion 


5 | McCall's 


Better Homes & Gardens 


‘1,360,914 


8 | Look 


9 | True—The Man's Magazine 


10 | Coronet 


11 | True Story 


12 | Good Housekeeping 


1,415,483 
1,396,170 5 | Better Homes & Gardens 1,467,693 
1,379,466 6 | Woman's Home Companion 1,411,907 
7} McCall's 1,407,611 
1,313,460 8 | Coronet 1,264,078 
1,262,323 9 | True—The Man's Magazine 1,200,925 
1,261,385 10 | True Story 1,193,103 
1,112,335 11} Look 1,190,095 
1,000,313 12 | Good Housekeeping 1,007,593 


SECOND SIX MONTHS 1950 


N two years, TRUE CONFESSIONS has climbed 
from seventh to second place at the nation’s news- 
stands — outselling Life, the Saturday Evening 
Post, Look, Collier’s, Woman’s Home Companion 
and McCall’s. When you’re selling to women this 
is a fact you'll want to remember... 


5 ON Bigs eo Ree a ate eae ia: CEL, RE Ros Pen ad 2 prom ’ i pty ee Th ee sg tg aie, “ce S. - page a > fe SS aA rs =~ tis vee cae 
ae A m ae :* 
ig 
J cs P 
” ee na 
Nj 
5 
: a | 
| po . 
ae a a | 
ae PE TT —eS l 
————————— 'JU1UJ (jj ((#} (}} = }((}}}j}j}]]}] sss... nn SEU EEE EEE a 
< 
f 
< . 
; 
‘ 
, 
ay 
Fa 
4 apenas . iam 
e 
<i 
ee. 
red 
.s 
> 
~ 
a. a 
4 “iy, We 
‘ Hl A - & I 
: \ # : . 
; ' es 
| Big 
5 . 
aa 
I : : 
- , 
. ) et | sie 
| ey ee 
_* 
ee ae 
i : 1 
* ' + ; 
“iq 4 
bs Ss 
‘ a a - ST a § cae 
+e -E Ke oer 
+ eS 
e 
4 , Ae. 
rah a 
th 7 
—. ( gan 
Be al 
af ' ae 
i a 
S r ay) 
jot ee oes 
ais, H ot 
tes aes: 
.\ A or 
4s ~ . ey 
hae 
‘7 cn 
— <8 
ph eae 
des ee 
fh em 
1.33 oy 
+3 ane 
ee » } ot 
“- | ory 
oe os 
£ pele 
ig eee, 
ta y fis 
‘ | ee 
ii ’ zy hE 
ee i a: 
nes. oe 
oe ae 
: Care Ls 
<a i ee 
¥ 
he fg 
i oe ie 
ae 9 <4 
j ss ei, 
, a's G 
’ RIT ae 
SP. . x 
hee a 
eg ae 
> po _ 
5 3 
t Poh, Nee 
jf a 
A} 4 
pies aay 
, —— ake 
a i 'NBP oa 
>, ey “8 aa 
$3 JENKINS PUBLICATION ~ 
RS ie Se we. Gite re ar a 
Re eb Sas Sapa : aie 
a. Deh ae alae 4, California se 
3, Los Angeles , ah 
“= ae 
A oa 
“ Tg 
Re a 
i . | ~ nema eer SS + 
otis : lili, an = 
5 ea 5 “ - gg Oh eee rere oe tT eS ee ae sy 2 fe” Dew Sa gh * aS A oe ey it - 
Cie 6 ua ign es BP @ it Se 4 Jet en eh eel Ar mae eee a Nl een Le a ir hay serene at 3. 5 Di ete - °Saaaene oa i, 
SOS ORE SANT Te Meee ee ee Sm ee a A ap sg SN es Diets OR ee Oo a eee £ Ste . oes a: 3 


ee: 


dvertising Age, March 31, 1952 


‘n ‘$1, Says Corrado; ‘New Yorker’ Led 


New York, March 26—Liquor| $6,335,304 on bourbon. 


An analysis of Publishers In- 


liquor analyst, showed that $8,- der: 


3lend Ads in Magazines Exceeded Straights 


idvertisers spent $23,727,639 in “This is the narrowest margin 
magazines last year—a gain of| between magazine advertising of | 
20.8% over the $19,647,699 put into| both product types since the early | 
that medium in 1950. war days,” said Mr. Corrado. 


formation Bureau data prepared # Magazines selected most often ent brands of whisky against other! vertisers spent $1,262,428—about| 42nd St., New York. 
for Newsweek by Ben Corrado,| by advertisers ranked in this or-| brands advertised in magazines,| the same as in ’50. 


139,917 was spent on blends and 1. The New Yorker ..418.13 pages used, are given in the study. Also 
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oust 356.88 | shown is a comparison of the 1951 | to $1,646,631. Cordial and liqueur 
...324.82/ and 1950 records. |advertisers put out 40% more, 
238.34 | spending $933,765 in magazines 
sonicated 229.22; The analysis indicates that more| last year. Brandy advertisers in- 
leideamia 207.85 | pages of magazines (787.06) were| vested 20% more—$489,318; rum 
~...178.59| used to advertise bourbon in 1951/ advertisers spent $686,329—6% 
veutaae 139.50; than the pages of magazines} more than in ‘50. 
anda 121.70 | (723.32) used to advertise blends. Copies of the Newsweek report 
eal 108.45 | Scotch whiskies got a push costing| are available from Arthur Mc- 
Competitive standings of differ- | $2,321,173. Canadian whisky ad-| Anally, research director, 152 W. 


SOKNAAP ww 


~ 


land which magazines are being | Gin advertisers boosted their} Promotes Rayel, Fuller 
spending by nearly $500,000, going} John F. Rayel, supervisor of 


S- 


FIRST SIX MONTHS 1951 
1,874,441 


Ladies’ Home Journal 


Life 1,653,999 


TRUE CONFESSIONS —_1,609,348 


Saturday Evening Post 1,584,990 

5 | Better Homes & Gardens 1,462,964 

6} McCall's 1,452,324 

7| Look 1,314,358 

8 | Woman's Home Companion 1,279,362 

9} Coronet 1,183,333 
| 10 | True—The Man's Magazine 1,175,088 
! 11 | True Story 1,161,914 
, 12] Modern Romances 1,002,042 


Where magazines are in face to face com- 
petition with each other, more women choose 
and buy TRUE CONFESSIONS than any other 
magazine—with the single exception of the 
Ladies’ Home Journal. 


newsstands in 2 years ws" 


talent program procurement, and 
John G. Fuller, manager of sales 
promotion, have been promoted to 
supervisor of package program 
sales and supervisor of program 
sales development, respectively, 
for NBC-TV, New York 


Todd Co. Promotes Miller 


Harold E. Miller, manager of 
bank supply sales promotion, has 
been promoted to advertising and 
sales promotion manager of Todd 
Co., Rochester, N. Y., manufac- 
turer of insured, protected checks 
and Protectograph check writers 
and check signers. 


Vid be rel) Y i 


par. | 


SECOND SIX MONTHS 1951 
1,855,873 


Ladies’ Home Journal 


1,681,104 


Life 1,588,263 


4] Saturday Evening Post 1,568,256 


5] McCall's 1,520,015 


6| Better Homes & Gardens 1,482,314 The Resid 
Contains 
* The Advertiser, 
Address, 
7| Woman's Home Companion 1,381,177 ° Semen ai 
Once you're pressed . aoe 
acer -s need | 2 ae a ol 
} iS x s ‘ ° vertisun , 
8 True Story 1,338,745 hurry—you'll be a pt! scados Menai 2 
subscriber to the STAND- * Printing Buyer 
ARD ADVERTISING | * Sézer'sieo 
: REGISTER. Handling 
9} True—The Man's Magazine 1,268,457 For STANDARD tells |, Acton 
, ’ you who makes it—where Sanautivin 
it's advertised—how much * Advertising 
- cont for ~~ a Lacerta 
10| Look 1,218,449 a 
dling thet actoune. ‘And |. 2uiibaton 
= get this a in- 
ll Coronet 1,209,108 ormation on the 14,000 companies who spend 


~*~ out of every national advertising dollar! 
wait? Learn what the STANDARD 


y 
ADVERTISING REGISTER will do for you. 


12} Good Housekeeping 1,044,619 Write for full facts today! 


THE AGENCY LIST 


So 3 bd 
urce: ABC Statements, Section 13-A ci cae ok wail 
ebout 3,000 U.S. ond Canadian od- 


vertising agencies with data on 

cy At the their recognition, personnel, ond 
over 30, clients. Issued three {| 

times ao year — the AGENCY LIST 

Newsstands — is part of STANDARD’S complete 


service of may be purchased 
separate! 
ee for colored 
booklet 


onfessions —amemens a ens 


full inf i bout th 
NEW YORK - CHICAGO + DETROIT largest selling tran full information ob REG. 
LOS ANGELES - SAN FRANCISCO. ond Supplementary Ser 


magazine. ane Oe yours for the ashing. 
WATIONAL REGISTER PUBLISHING CO., INC. 


130 West 43nd Street 333 N. Michigon Avenve 
|| New York 36, NM. ¥. Chicoge 1, Iineis 
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DuMont Appoints Dick Jones 

Richard E. Jones, formerly v.p. 
of Fort Industry Co., has been 
named director of the owned-and- 
operated stations of DuMont Tele- 
vision Network. effective April 7. 
His offices will be in New York, 


where he will manage WABD 
while overseeing operations of 
WTTG, Washington, and WDTV, 


Pittsburgh. Walter C ompton and 
Harold C, Lund continue as mana- 
gers of WTTG and WDTYV, respec- 
tivels 


R&R Appoints Rennels A. E. 

James W. Rennels Jr. has 
joined Ruthrauff & Ryan, New 
York, as an account executive. He 
was formerly with Griswold- 
Eshleman and prior to that with 
Fuller & Smith & Ross 


Prefabricated Home 
Fighting for More 
Public Acceptance 


Cuicaco, March 25—The prefab- 
ricated home industry, now nine 
years old, is still fighting the battle 


for public acceptance 
Progress in this fight was re- 
ported this week at the annual 


meeting of the Prefabricated Home 
Manufacturers’ Institute here 
(where acceptance of prefabs has 
been nil, thanks to building restric- 
tions) 


Harry H. Steidle, PHMI mana- 
ger, said 250,000 prefab homes 
have been built in the U. S. since 


World War II. He predicted that in 


900,000 


DOUBLE 


the number in 10 


+500,000 lyears to well over 


B That's the steady growth record of The Elks Mag- 


azine subscribers! 


year. 


dian income. 


“ 


MAGAZINE 


New York + Chicago * Detroit - Los Angeles 


The Elks market is twice as important to you as it 
was in 1942, and getting more important every 


And you can double the value of this market 
again, due to Elks having twice the national me- 


Yet The Elks Magazine advertising rate is a mass 
rate of only $5.50 a line. 


producing for you the 
plates. . 


1952 prefabricators will account 
for 8% of the 800,000 housing 
starts. The public, said Mr. Steidle, 
“wants and needs the advantages 
of the mass-production of homes.” 


® However, the institute manager 
pointed to a continuing period of 
hard selling. 

“Our job,” he said, “has been 
much more complex than the pro- 
motion of breakfast food, soap, 
automobiles or other mass-pro- 
duced products. We have had to 
‘sell’ not only the ultimate buyer 
but the builder, the building in- 
spector, the mortgage lender and 
the mortgage insuring agency as 
well.” 

Promotion of prefab homes has 
been carried on through an institu- 
tional ad campaign. Harry Cutler, 
assistant manager, told AA that 
PHMI spent $30,000 in 1951, run- 
ning ads in five building trade 
magazines, American Builder, Ar- 
chitectural Forum, Correlator, 
Practical Builder, and National 
Real Estate & Building Journal, 
and in Business Week, Newsweek, 
Time, U. S. News & World Report 
and the Wall Street Journal. 

This public relations drive was 
reviewed at the convention and a 
small increase in the ad budget was 
recommended. The agency is Olm- 
sted & Foley, Minneapolis 


Baker Inc. Gets Account 
Browne Vintners Co., New York, 
division of Seagram Distillers, has 
switched its Christopher Columbus | 
rum account from Owen & Chap-}| 
pell, New York, to Lynn Baker Inc., 
New York. The change is effective | 
June 1. The new agency plans a 
campaign featuring color pages in 
national magazines, newspaper ad- 


vertising in major markets and| 
heavy promotional support.) 
Browne Vintners said Owen &| 


Chappell will keep White Horse 
and Watson No. 10 Scotches 


Flanagan Returns to NARTSR 
T. F. Flanagan, first managing! 
director of the National Assn. of | 
Radio & Television Station Repre- 
sentatives, will return to the post} 
April 1. He left the association two | 
years ago because of ill health, 
but in the interim he has com-| 
pletely recovered. Murray Grab-| 
horn recently resigned as man- 
aging director of the association to 
become director of business de-| 
velopment of Edward Petry & Co., 
radio-TV station representative 


KEPO Doubles Its Power 

KEPO, El Paso ABC affiliate, 
has doubled its power to 10,000) 
watts. 


your success is out business... 
meeting your deadlines without sacrificing quality... 


providing your organization with efficient 
service, willingly given... 


finest quality printing 


,mede'by skilled craftsmen in 
Chitdgo’ s most modern plant. 


Advertising Age, March 31, 


Getting Personal 


1952 


C. E. Hooper is getting back into the swing of things after a bout 
with the Madison Ave. malady, ulcers... Everett Easter, assistant 
account exec on the Springs Cotton Mills account at Erwin, Wasey, 
New York, has been recalled to the Navy... 

The Alphabet Gallery in New York will present an exhibition of 
hand lettering by Emil A. Schaedler from April 1 to May 31. Mr 
Schaedler, besides teaching lettering and design at the Workshop 
School of Art, is the man behind the words in ads for Pond’s, Kodak, 
RCA Victor, Lux, Lucky Strike and Camels, to name a few... 

Mel Tennenbaum, radio-TV director of Ohio Advertising Agency, 
Cleveland, is organizing an all-Ohio girl band, and hopes it will be 
as good as the all-girl band of ex-Clevelander Phil Spitalny. The 
group will be auditioned before 25 representatives from Cieveland 
stations and agencies... 

Among Milwaukeeans named Knights of St. Gregory by Pope 
Pius XII as a reward for services benefiting religion and the Roman 
Catholic Church are James P. Hessburg, president of Froedtert 
Corp.; Frederick C. Miller, president of Miller Brewing Co.; and 
Joseph F. Ryan, assistant treasurer of Allis-Chalmers.. . 

Hank Lee, art director in the Portland, Ore., office of West-Mar- 
quis, took the part of Sir Roderick Murgatroyd in the Gilbert & 
Sullivan production, Ruddigore, given at Reed College the evenings 
of March 7-8-9. .. Jonathan Mark is the name of Mike Dann’s new 
son. Mike is NBC-TV coordinator of program package sales in New 
York. . 


FLORIDIANS PRO TEM—Robert C. Crane (left), publisher of the Daily Journal, Eliza- 
beth, N. J., established oa new light tackle world’s record with his catch of a 35- 
pound barracuda (fly rod, nine-thread line) on this vacation at Palm Beach Shores. 


Frannie Crane and Howard 
Chicago. 


With him here are (left to right) Marian Krueger, 
Krueger, of Ward-Griffith Co., 


Rock Island, IIL, is looking forward to a new YWCA building and 
the fund-raising campaign committee includes Leslie C. Johnson, 
v.p. and general manager of WHBF and WHBF-TV.. .Benedict 
Gimbel Jr., president of WIP, has accepted the chairmanship of 
Philadelphia’s second annual Education Week for the Blind.. . 

Rupert C. Wardner, manager of general advertising, Hartford 
Times, is back at work after recuperation from a serious illness. .. 
And Hartford’s Office of Price Stabilization has a new member 
in Walter B. Haase, manager of WDIC... 

Velma Clyde, partner in the Morton & Clyde advertising and mar- 
keting service, Portland, Ore., is convalescing after some February 
surgery and expects to return to fulltime duty about April 1. 
Two Cincinnati presidents are sharing the chairmanship of the 
Cincinnati Community Chest: Neil H. McElroy of Procter & Gamble, 
and Joseph B. Hall of Kroger Co... 

It was Jane Landenberger, daughter of J. Louis Landenberger, 
president of Ketterlinus Lithographic Mfg. Co., who turned the first 
spadeful of earth for the company’s new building at Primos, Pa. 
The plant, one story high, will spread over about seven acres, with 
100,000 square feet of working space.. . 

Stanley Resor, J. Walter Thompson Co. president, has been elected 
a director of Scott Paper Co., replacing the late Gilbert Kinney, 
who was JWT’s senior v.p... Otto Kleppner, head of Kleppner Co., 
New York agency, has provided two $50 prizes (for 1952-1953) to 
Alpha Delta Sigma for presentation to the most outstanding ad- 
vertising student of the year. Mr. Kleppner was honored by the 
fraternity last year for having contributed the most to advertising 
education. 

Feb. 29 was quite an eventful day for Erwin Franken, v.p. of the 
Rockmore Co., New York agency. It marked the birth of his 
first son, Charles David. The doctor in charge was a leap year baby 
himself, 44 vears ago. Charles. incidentally, upholds the tradition 
of the Franken family, which has not had a female birth in 73 
years. 

Don O. Pyke, sales promotion manager of Graham Paper Co. and 
past president of the St. Louis Adclub, has been appointed a member 
of the Eighth Circuit (St. Louis) Judicial Commission by Gov. For- 
rest Smith. The commission nominates candidates for the city’s 
circuit court, probate court and court of criminal correction, under 
the non-partisan court plan. .. 

Batten, Barton, Durstine & Osborn’s latest $100 present to new 
parents went to Mr. and Mrs. John Leonard in honor of Janet Ann. 
John is a copywriter...Cue magazine’s founder and executive 
v.p., Mortimer Glankoff, just completed a one-man one-month 
sculpture show at the F.A.R. Gallery in New York...One day 
after his agency celebrated its 25th anniversary (March 17) re- 
plete with flowers, a dinner and a tremendous cup from his staff, 
Norman D. Waters and his wife celebrated their 24th wedding an- 

niversary. 
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THEY'LL LOVE US IN JULY... 


. . . Just As Much As They Do In March 


Stuck with old superstitions? Look away. 
We are cutting the throat of one of your pets. 


The victim: “Farmers read a lot in winter, 
but in summer they’re too busy.” 


The Wallace-Homestead Poll has inter- 
viewed thousands of farmers and checked 
their reading habits since 1938. 


We find July readership very close to 
readership in March. For instance: One edi- 
torial page in our March 18, 1951, issue had 
an “any this page” score of 91 percent for 
men and 75 percent for women. 


July 21, 1951, issue, same page: men’s score 
90 percent—women’s, 79 percent. 


| 
| 


Didn't we tell you? They love us, hot or 
cold. Cookery Corner, for women, had a “read 
most” score of 72 percent in March and 76 
percent in July. And in July, things are 
really buzzin’ on the farm. 


Of course, it’s no secret that farm people 
are busier in July than in March. To get 
attention and readership . . . you just need 
to write more timely and more exciting 
copy. 


These figures are just a start. Want a 
more complete picture of summer-winter 
readership? Drop us a line. We'll send it 
aiong. 


HOW MANY TONS OF PROTEIN CAN 
43,625,000 IOWA CHICKENS PECK? 


Figure it out for yourself. It takes well over 18% million 100-lb. bags of 


high protein ration to turn the trick. 


The end result of this feeding operation provides a dickens of a lot of 
high-powered food for a whopping crowd of people. Name your choice and 
there’s lots of it. About 16 birds each for every man, woman and child in | 
the state. Eggs, too, on top of white meat, dark meat and a neck for the guy | 
who thinks your ads are not the best ever hatched from a fertile brain. 


Each hen and broiler is really a small processing plant. 


Chickens take 


feed you wouldn’t and couldn’t eat and turn it into sunny-side-up eggs, neatly 
browned drumsticks and thighs, and tender breast meat. 


Off the Cob... by George 


Twice in the last seven months we've 
broken our 96 year old advertising line- 
age record. March 15 issue was 100 pages, 
the other 100 pager was last September. 
Just proves a sound service-to-the-reader 
editorial policy pays off in recognition by 
advertisers with a good product to sell. 


oy Question-of-the-week: Who says 
: that it doesn’t pay to advertise in 
WF&IH? Last month we had a quar- 
ter page advertiser that pulled in just 
over 550 inquiries that ran up total 
sales of over $56 thousand. 


y * . . 


oan Census stuff: On January 1 this year 
lowa farmers had over $1 billion of cattle 
and calves on hand . . . $436 million of 
z hogs and pigs . . . $35 million of sheep and 
4 lambs . . . $8 million of horses and colts 
.. . $47 million of chickens and $1 million 
‘ of turkeys. And WF&IH reaches and is 
read regularly by 9 out of 10 of the best 
farmers in Iowa. 
ve! *_ * * 
4 Selling appliances? lowa farm 
homes are over 91 percent electrified 
. 56.7 have electric water pumps 
and 81.9 are equipped with telephones. 
Average of 25.5 percent better than 
the average U. S. farm. 


Just finished a split run and tested for 
four good sized advertisers in the farm 
by market. We are now making an analysis 
of the resulting figures correlating them 
with accurate market facts obtained by in- 
terviews. Want to take advantage of an 
analyzed split? Let us know; we'll be 
pleased to give you the date of the next 

issue available 


* 


Increasing farm production in lowa 
is hooked directly to increasing mech- 
anization of lowa farms. In the past 
10 years combines have jumped in 
numbers from 6,509 to 58,240. 


* . . 


| Back in 1930 only 66,000 tractors were 
owned by Iowa plow jockeys. Today the 
numbers are up to 241,000 .. . and still 
going up. It takes plenty of fuel, lubrica- 
tion and tires to keep ’em rolling. 


You can’t do a high quality job on 
a low quality feed either. No more 
than an ad-man can produce his best 
ads on a cocktail lunch, a_ highball 
dinner, and a brandy nitecap. For 
chickens it takes a higher percentage 
protein feed than for any other poul- 
try or livestock. 


So it takes a lot of protein, min- 
erals, antibiotics and vitamins to make 
up the ration for 43 million chickens. 


Farmers produce the grain that 
makes up a part of the chicken’s din- 
ner. They buy the vitamins, proteins 
and the rest of the stuff in the form 
of balanced supplements. 


They'll have to buy more supple- 
ment this year than usual as the last 
crop of grains was below average in 
quality. 

Shelling out eggs is a specialty of 
well fed Iowa hens and pullets. Great- 
er farm skill in feeding and raising, 
greater industrial skill in designing 
and mixing feeds, helped produce just 
shy of 5 billion eggs in 1951. That’s 
more production than any other state. 
In 1952... it’s going to be the same 
story. 

Maybe you thought Iowa was just a 
hog state? So it is, but to get ham 
and eggs for breakfast. you have to 
have the eggs. 


So, the Great American Breakfast 
is produced in Iowa. 


| 


Mr. and Mrs. Charles Edel of Cerro Gordo county, like other lowa farmers, 


practically giving away eggs now. 


producers are being scared out of business. 


IF NOT, COME TO DES MOINES AUGUST 


Back in the days of fiddling Nero, 
Rome had ’em. Everybody let down 
their hair, wine ran in the gutters, 
satyrs chased nymphs—with great suc- 
cess—and a wonderful time was had 
by all. 


Iowans have cleaned up the old 
Roman holiday. 


But it’s still a Saturnalia, lowa 
style, 98.2 percent pure and statewide. 
With over half a million attending. 

Farm people work hard. June and 
July are months when you push hard 
at corn cultivating and haying. August 
fills your mouth with dust and your 
shirt full of itchy grain whiskers at 
threshing time. 


Then comes the let down. Sort of like 


DANTE M, PIERCE 
- Publisher 
Des Moines, lowe 


WALLACES’ FARMER 


But, they know blamed well some poul 


So, egged on by WF&IH they 


2 


an after-meeting-the-deadline aoa 


| The prize pig goes into the pickup, the 
blue ribbon pies, pickles and preserves 
into the family car, and off to the fair 
camp ground in Des Moines. 

Everybody goes. Grandpa watches 
the horse shoe pitching and the har- 
ness races. Pop trades stories over at 
the hog barn. Mom sees old friends 
she hasn’t seen since last fair time. 
The kids riot all over the place, from 
the side show on the midway to the 
livestock showing where the junior 
breeders parade their stuff. 

In between times, they all come 
around to the Wallaces’ Farmer and 
lowa Homestead booth in the Varied 
Industries Building, where they get a 
drink of ice water and sit down to 
rest their feet. The pink lemonade 
hawkers frown on the free ice water 
angle, but we still give the service. 

As a result of the thirst quencher 
and the foot rester, farm folks come 
in, in a long continual line-up and 
stop for a word or two with one of 
the editors. Goes something like this: 
“Your paper has been read in my 
home as long as I can remember.” 

Note to Advertisers: If you buy an 
ad in WF&IH to say you'll be at the 
Iowa Fair . for Pete’s sake be 
there! Last year, we spent too many 
hours out of the ten days apologizing 
to readers who said, “We read in the 
paper that Whoozis was going to be 
here, he must be here someplace.” But 
the guy never showed up. 


Wowie 
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MONTREAL, 
increase in the number of total 
births and an increase in family 
units that exceeds the rate of pop- 
ulation increase “have created 
unique marketing opportunities for 
all types of products,” according 
to Sidney W. Dean Jr., v.p. in| 
charge of marketing services of 
McCann-Erickson 

In a talk before the Advertising 
and Sales Executives Club of 
Montreal last week, he discussed | 
the advantages of gearing adver- 
tising and sales plans to 1951 Cana-! 
dian census trends 

“We are fortunate to live in a 
generation in which our capacities 
to apply the findings of the social 
scientists are growing nearly as 
rapidly as their abilities to gather 
and distribute knowledge,” he 
said | 
® Referring to the situation in} 
Canada, Mr. Dean pointed out that 
“no other nation has had a greater | 
rate of population increase in the 
past 50 years.” The current annual 
rate of retail sales is $10.5 billion, 
equal to $750 per year for each 


man, woman and child. 
Mr. Dean suggested a “system- 
atic mobilization of the new 


owledge of our markets and 

jucts as it becomes available,” 
ifthe form of the agency’s con- 
tifmally maintained “account 
book record, for example. By 
eMploying standard categories of 
inffrmation, it becomes possible 
to fonstruct a standardized out- 
lin@ for sales and advertising plans 
which insures that all essentia! 
facts receive consideration.” 


s Ts growths and rate of ex- 
pamsion vary considerably among 
different segments of the Canadian 
population, he noted. With the aid 
o@@he new census figures, adver- 
tisfBg planners can make clearer 
distinctions between population 
gfoup potentials } 

Heferring to the two previously | 
me@tioned trends, Mr. Dean said} 
advertising plans now place more | 
emphasis on reaching husbands! 
and wives who make family buy- 
ing decisions 

“This ability to analyze markets | 
and evaluate advertising appeals | 
and media in relation to more 
Profitable consuming groups is ay 
principal application of the cen- 
sus, With such aids, many mar- | 
keters are finding that sales and! 
advertising should be directed like 
‘riflefire’ to special markets, as 
opposed to ‘shotgun’ mass sell-| 
ing,” he commented 
where 


@ Integrated marketing, 


&xiO 


GENUINE 


GLOSSY 


PHOTOS 
ta (duautities 


SELL BETTER! 


PHOTOMATIC co. 


53-59 E. Ilinols St., Chicago 11, Iilinels 
Phone: WH itehal!l 4-2930 


High Birth Rate Rise Has Created ‘Unique 
Market Opportunities,’ 


March 25—A 44%! 


Dean Tells Adclub 


“the total effect of all selling pres- 
sures on the consumer is greatly 
increased by joint use of the same 
basic selling theme throughout all 
sales promotion and advertising 
media,” leads to greater effi- 
ciencies and lower costs of dis- 
tribution. Merchandising _ shifts, 
such as self-service retailing, are 
accelerating this trend, he said. 

Mr. Dean called for greater pre- 
selling through mass media which 
would call attention not only to 
products and brands, but also to 
their basic benefits and occasions 
for use 


Davies to Everett-McKinney 
Charles G. (Chuck) Davies, pre- 

viously with Biow Co. and Na- 

tional Broadcasting Co. on the 


| West Coast, has joined the New 


York sales staff of Everett-McKin- 
ney, radio-TV station representa- 
tive. 


Prince-Gardner to Olian 

Prince-Gardner Co., St. Louis, 
maker of billfolds for men and 
women, has appointed Olian Ad- 
vertising, St. Louis, to handle its 
publicity, public relations and 
merchandising counsel. The agency 
will create and place all dealer 
and trade paper advertising and 
plan and coordinate all sales pro- 
motion activities. Grey Advertis- 
ing, New York, is the company’s 
regular agency 


Starts Biggest Mailing in June 


More than 3,500,000 homes in 
the western states, Hawaii and 
Alaska will be covered by Brands 
You Know group coupon mailing 
scheduled for June, according to 
Jack Hecht, president of Hecht- 
Arms Co., San Francisco. Mr. 
Hecht declared this would be the 
biggest group coupon mailing in 
western history. 


| Appoints Aitkin-K ynett 


Leipheimer Textiles Inc., Phila- 
delphia, has appointed Aitkin-Ky- 
nett Co., Philadelphia. to handle its 


| advertising. 


COUNTERAMA—That's what Liquid Car- 

bonic Corp. calls this soles aid (created 

by X-Ray Visual Sales, Chicago). The 

compact case holds 76 plastic laminate 

somple pieces showing how Corbonic’s 

colored counter materials con be fitted 
together. 


CFCF, Montreal, Moves 

CFCF, Montreal, has moved its 
offices and studios to 4824 Cote 
des Neiges Rd. 


; + oO Se 2 ian “Se : a 
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DuMont Boosts Marx 


Ernest A. Marx, formerly gen- 
eral manager of the receiver sales 
division of Allen B. DuMont Lab- 
oratories, Clifton, N. J., has been 
named director of the company’s 
international division. There wil! 
be no replacement in the receiver 
sales division. The general mana- 
ger’s duties have been absorbed by 
the director of operations for the 
receiver and tube divisions. Du- 
Mont executive Irving G. Rosen- 
berg was elevated to this newly 
created post a few weeks ago. 


Zift-Davis Issues ‘Fantastic’ 

Ziff-Davis Publishing, New 
York, has brought out a new quar- 
terly called Fantastic, “first slick 
magazine in the field of fantasy.” 
The 162-page, digest-size maga- 
zine does not plan to sell adver- 
tising space yet. 


Hays Corp. Promotes Sprague 
Phil Sprague Jr., ad manager, 
has been promoted to executive 
v.p. of Hays Corp., Michigan City, 
Ind., manufacturer of combustion 
instruments and controls. 


Everyone who is engaged in the business of adver- 
tising knows about the two methods of circulation 
—*“paid”’ and “*free.’’ Regardless of the fact that 
each method has certain inherent advantages and 
disadvantages, there are fine publications using 
one or the other method of obtaining circulation. 
There is, however, a third and different method 
of circulation which has come to the front in re- 
cent years because of its unusual power to reach 
the individual upon whom the advertiser's sales 
representatives call. 

This 18-year-old method of circulation audited 
by C. C. A.—proven in five of the six separate fields 
served by our publications—is now identified as 


FRANC HISE CIRCULATION. 


In five of these six fields we serve, there are firms 
throughout the nation classified as agents, dis- 
tributors, wholesalers or jobbers that know the 
active buyers in each locality. These firms, care- 
fully selected in every basic marketing area, are 
franchised by us, and so we have named this the 
FRANCHISE method of obtaining circulation. 
Franchise holders agree to do these things: 

l. They agree to select and identify the active buy- 
ing companies and the correct individual in 
each of these companies who specifies and/or 
purchases the advertiser's product. 

2. They agree to pay for subscriptions to these 
individuals. 

3. They agree to keep these lists up-to-date and 
send in all changes of names, removals, and 
additions as rapidly as they occur. 


Asa result, a circulation of active buyers is built 
and kept up by the salesmen of these authenticat- 
ing, local wholesalers. Because each salesman 
calls on his customers and prospects frequently 
and is, therefore, immediately aware of personnel 
changes, circulation by the FRANCHISE method 
is never old. It is kept constantly fresh. As pub- 
lishers we exercise our normal controls, but added 
to these is the wholesaler’s control, because the 
wholesaler pays for every name on his list for 
whom he subscribes. 


FRANCHISE CIRCULATION parallels all proven 
methods of selling. Salesmen seek out the firms 
who are in the market, and then find the correct 
man in the firm. 


FRANCHISE CIRCULATION follows the same 
principle exactly. 
size, or titles do not count unless they are active 
buyers of the type of product you have to sell. 
By this method, we believe, you secure the finest 
ty pe of circulation it is possible to provide. 


Five of the six publications 
shown below use the FRAN- 
CHISE CIRCULATION method.* 
If you would like to know the 
rest of the story of why FRAN- 
CHISE CIRCULATION works so 
well for advertisers, send for this 
free booklet today—it may well 
be worth thousands of dollars 
to you! 


INDUSTRIAL PUBLISHING COMPANY 


1240 Ontario Street 
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Palm Beach Starts TV Drive for Men's Suits 


SanrorD, Me., March 25—Palm 
Beach Co. started a 13-week 
television promotion in Cincinnati 
yesterday for its Palm Beach 
and Springweave men’s suits. The 
promotion is the first in a series 
of market-by-market saturation 
campaigns planned by Palm Beach. 

On Station WLW-T, the cam- 
paign will include one-minute and 
20-second spots, as well as the 
Tuesday evening “Family Theater” 
program; “Goodall Sports,” a 15- 
minute Sunday evening show, and 
“Night Owls” from 12:20 to 1 a.m., 
Monday through Friday. 

Total TV time in Cincinnati will 
exceed five hours per week for the 
13-week period. 


® Palm Beach currently is con- 
ducting a stepped-up radio drive 
in New Orleans. One-minute radio 
spots 100 times a week are sche- 


duled through May on four New: 


Orleans stations—WSBM, WNOE, 
WDSU and WBOK. 


Other cities on the list for the 
market-saturation series include 
Houston (with emphasis on news- 
paper ads); St. Louis; Philadel- | 
phia, and New Haven. 

Ruthrauff & Ryan, Chicago, is 
the agency 


Chambers & Wiswell Adds 
Kimball Co., Cranberry Group 

Chambers & Wiswell, Boston, ' 
has been appointed to direct ad- 
vertising for C. M. Kimball Co., 
Boston, manufacturer of Red Cap 
Refresher germicide and other 
household chemical products. 
Newspapers, radio and television 
will be used in the eastern U. S., 
where the products are marketed. 
Hoag & Provandie, Boston, pre- 
viously had the account. 

At the same time, the agency 
was appointed by the American 
Cranberry Exchange to handle its 
Eatmore fresh cranberries. For- 
merly, Batten, Barton, Durstine & 
Osborn handled the account. The 
New Bedford, Mass., cooperative, 


representing 1,000 growers in Wis- 
consin, New Jersey and New Eng- 
land, will launch “one of the most 
extensive campaigns in its his- 
tory,” according to a Chambers & 
Wiswell executive. 


NADA Elects PR Officers 


The National Automobile Deal- 
ers Assn., Washington, has elected 


George F. Ziesmer 1952 chairman | 
of the public relations commit- 


tee. Mr. Ziesmer has_ served 
NADA several years as chairman 
of the industry relations com- 
mittee. He was NADA's president 
for the year 1949. Joseph E. 
O’Daniel of Evansville, Ind., has 
been elected vice-chairman of the 
committee. 


Kalbtus Back at Westinghouse 


Thomas B. Kalbfus has returned 
to Westinghouse Electric Supply 
Co., New York, where he has been 
appointed general radio and tele- 
vision sales manager. Mr. Kalbfus, 
who joined Westinghouse in Mans- 
field, O., in 1937, left in 1949 to 
join Hunter-Douglas Corp., New 
York. 


Nash Launches 
Largest Drive 
for Airflytes 


Detroit, March 25—The largest 
announcement advertising cam- 
paign in its 50-year history is be- 
ing launched by Nash Motors to 
promote its new Golden Airflyte 
automobiles for 1952, N. F. Lawler, 


| director of advertising and sales 
| promotion, has announced. 


Announcement copy featuring il- 
lustrations of the new cars is ap- 
pearing in 1,515 daily and weekly 
newspapers in 1,434 cities and 
towns throughout the country. In- 
itial insertions ranging from 1,200 
to 600 lines are being used. Follow- 
up advertisements will appear fre- 
quently in the same newspapers in 
1,000 to 400-line space units. 

National magazines which in- 


ew lS year old prove meld of dreulalling- 


PIRCULATION 


Chis is to certify that 


has been granted the exclusive right to sponsor the circulation of 


in its trading area. This right is extended because of this company’s intimate knowledge of the personnel 
interested in the design, use and maintenance of hydraulic and/or pneumatic power systems in this territory, 
and because of its continuing efforts to promote the effective use of this equipment among its customers. 
This right to subscribe for APPLIED HYDRAULICS for its customers and prospective customers for such 3 
length of time as it so chooses is implicit in this franchise. 


ISSUED AT 


CLEVELAND, OHIO 


THIS UU DAY OF 


PuslismeEes® 


Replica of typical certificate issued to the selected agent, 
distributor, wholesaler or jobber firm which, by agreement, 
certifies the active buyers in its industry in its locality. 


Audited by C.C. A. 


clude Collier's, Fortune, Life, 
| Newsweek, Quick, The Saturday 
| Evening Post and Time also will 
carry four-color spreads and single 
| page announcements. Subsequent 
jinsertions will be run regularly 
| throughout the year. 

Nash will use 6,200 24-sheet 
| posters in 1,500 rnarkets. An initial 
|poster featuring a portrait of 
Pinin Farina, the designer, will be 
followed by illustrations of the 
new cars during April, May and 
June. 


'@ In addition, the new Golden Air- 
| flytes will be presented and dem- 
jonstrated on the Paul Whiteman 
“TV Teen Club” show telecast over 
ABC-TV on Saturday evenings. 

A special sportsman’s campaign 
| with full-page copy written and il- 
lustrated by Ed Zern, author of 
humorous books on hunting and 
fishing, will appear each month in 
| Field & Stream, Outdoor Life, 
| Sports Afield and True. Another 
drive directed at doctors and sur- 
| geons will run in full-page space 
lregularly in the Journal of the 
American Medical Assn. 

Geyer, Newell & Ganger is the 
agency. 


Prune Advisory Board 
Names Botsford, Constantine 


The California Prune Advisory 
Board has appointed Botsford, 
Constantine & Gardner to handle 
its account. Under the new gfate 
marketing order, prune produ®ers 
and processors will be ass d 
$3 a ton to provide the first y@ar’s 
promotion fund of $375,000. 


Donald W. Rich Jr., for ly 
press secretary to Gov. Alfr E. 
Driscoll of New Jersey, has n 
named director of public relatfons 
for C. H. Masland & Sons, Hew 
York, maker of broadloom Zs 
| and carpets. 


Rich Named PR Director ae 


The FIRST comprehensive 
guide to 
industrial publicity 


$2.95 


POSTPAID 


HERE 1S A REFERENCE book you'll 
read from cover to cover. Packed 
with facts and figures needed by 
industry if it is to take full ad- 
vantage of this powerful sales 
tool 


PLANNED INDUSTRIAL 
PUBLICITY 


By GEORGE BLACK, Manager 
Public Relations Division 
The Cooper Alloy Foundry Co. 
Hillside, N. J. 


For the first time—a com- 
prehensive practical guide 
to the purpose, scope, oper- 
ation and evaluation of a 
planned program of indus- 
trial publicity. 


Send check or money order payable to— 


PUTMAN PUBLISHING CO. 
111C East Delaware Place, Chicago 11 
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Open Door Policy: 


Mutual’s Mister PLUS is 
more proficient than 
ever before at the job 


of opening doors... to 


U.S. homes where buying 
decisions are made... 
and to U.S. offices 

where selling decisions 
are made. He opens the 
family door with better 
shows on nearly twice 


as many stations as any 


AOE AOE NRA SEE CERNE ith Se ELEN 


other network—and wins 
a larger audience-share 
than ever (NRI, full- 
year, 51 vs. 50). He 
opens the office door 


with new ways to use 
the sellingest medium of 
all—and wins the only 


. 


gain in client billings in 
all network radio (PIB, 
full-year, ’51 vs. 50). 

A tap on our door 


TEE OR Sa ea ek 


can open doors-by-the- 
million for you! 


The MUTUAL Network 
of 550 Affiliates 
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Winston Buys WPIX Show 


Winston Television Stores will 


sponsor a sports quiz with Guy, 


LeBow over WPIX, New York, 
starting next month. The show 
will precede the program which 
immediately precedes the New 
York Giants and Yankee telecasts. 
Albert Black Productions placed 
this business 


Anderson Joins Leo Burnett 
Norman R. Anderson, formerly 
sales and ad manager of the Min- 
ute-Pectin division of General 
Foods Corp., New York, has been 
appointed an account executive 
with Leo Burnett Inc., Chicago. 


KMTV Is First in 
TV Field to Offer 
52-Week Guarantee 


Omana, March 25—KMTV has 
become the first TV station in the 
nation to offer all advertisers a 
52-week rate guarantee. 

Owen Saddler, general manager, 


said the guarantee has been 
adopted to “make the budgeting 
of a year-round TV campaign 


more practical. The new plan is 
beneficial to the small advertisers 
as well as the larger clients.” 


More Sales Easy with 


ANNIVERSARIANS 


Hundreds of thousands of EXTRA dollars 
were spent last year by organizations of 
ali kinds to publicize their Silver, Golden 
or other Mojor Anniversories. 

And every yeor there is ao NEW crop of 
Anaiversorians with EXTRA cash for special 


purchases of advertising goods and serv- 
ices to spread the news of their jubilee. 


YOU can get this EXTRA business We 


can tell you where it is. 
Write and ask us today. 


/ row ’ 
LOMO CONSULTING SERVICE °7/89 Borrow Sweet 


KMTV will guarantee the rate 
in effect up to 52 consecutive 
weeks from the start of a sche- 
dule. If a sponsor’s renewal date 
comes within the six-month peri- 
od from any effective date of a 
rate increase, its rate will be pro- 
tected “through the unexpired por- 
tion of the six-month period. The 
rate in effect after the six-month 
protected period then becomes the 
guaranteed rate for the balance 
of his schedule up to 52 weeks 
from renewal date.” 


Levinson Named President 

Charles B. Levinson has been 
elected president of Knapp Bros. 
Mfg. Co., Cincinnati. He succeeds 
Al Levinson, who has been named 
chairman of the board. Charles 
B. Levinson also is an executive 
v.p. of Steelcraft Mfg. Co., an af- 
filiate of Knapp. 


Cohon Opens Own Agency 
Herbert W. Cohon, formerly a 


|v.p. of Joseph P. Schneider Inc., 


has formed his own agency, Her- 
bert W. Cohon Co., at 7 W. 44th St., 
New York. 
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For new 
market folder, call— 


A. H. Kuch, 

110 E. 42nd Street, 

New York 17, New York; 
Murray Hill 6-7232 


The John £. Lutz Co.; 
435 N. Michigan Avenue 
Chicago t1, lilinois, 
Superior 7-4680 


> | 
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Good newspaper market selection 
is mighty important these days 
. and the Booth-published 
Jackson Citizen-Patriot covers one 
of the best markets in the country’s 
fastest growing industrial state! 
Sales Management's Survey of Buy- 
ing Power, gives Jackson a 44°/ 
above-average, ‘“quality-of-market” 
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Today’s selling is a newspaper 


Timely, saturated, all-local 
coverage of carefully selected mar- 
kets. It will pay you well to in- 
clude Jackson on your newspaper 
list. Annual retail sales $89,374,- 
000. Newspaper coverage of 3 out 
of every 4 homes in city and retail 


Mill Tax 
Extension 
Possible 


—— 


# The Jackson Citizen-Patriot 


one of § Booth Michigan newspapers 


the 


HUMOROUS TREATMENT—Because 
humorous treatment of Royolist Toys ads 
was so well received last year, Grabosky 
Bros., Philadelphia cigar maker, will fea- 


| ture the treatment in newspaper ads 

| during 1952. Harry Feigenbaum Adver- 

| tising Agency, Philadelphia, handles the 
advertising. 


Airline Officials 
Plan New Public 
‘Relations Program 


| Wasnincton, March 25—Direc- 
|tors of the Air Transport Assn. 
took the first steps toward a new 
|industry public relations program 
last week by appointing a special 
| committee to work up plans. 

The committee is under the 
|chairmanship of W. A. Patterson, 
president of United Air Lines. It 
will include other airline presi- 
| dents, and is expected to complete 
{a blueprint during the next two 
months. 
| Appointment of the committee 
climaxed a special meeting of the 
association's directors. The meeting 
was called after Mr. Patterson told 
other ATA members that the air 
transportation industry was failing 
to get its story to the public. 

While most directors appear to 
favor the program, directors have 


agreed that final decisions would | 
be held up until an outline of the 


project has been worked up by 


airline executives. 


® The board specifically ruled that 
there would not be any advertis- 
ing agency contacts at this time. 

Air Transport Assn. withdrew 
its $500,000-a-year institutional 
campaign shortly after World War 
II. Recently, however, airline ex- 
ecutives have been stung by 
charges from the railroads about 
the extent of subsidy enjoyed by 
airlines. 

The new campaign would at- 
tempt to outline the growth of air 
transportation during the past 25 
years, and explain the importance 
of scheduled airlines to the na- 
tion. It is also expected to deal 
with the subsidy issue from the 
airlines’ standpoint. 


Macy Shifts Bartleit to 
New York; Appoints Ellis 


H. Charles Bartlett has been ap- 
pointed v.p. in charge of sales 
promotion and public relations of 
Macy's New York, effective April 
1. He has held a similar post in 
Macy's San Francisco since 1945. 
Mr. Bartlett succeeds Victor M. 
Ratner, who has resigned to form 
his own public relations organiza- 
tion (AA, March 17). 

Meanwhile, Bertram Ellis has 
been appointed ad manager of 
Macy’s San Francisco, Mr. Ellis, 
who has been art director for the 
department store since 1947, was 
in the agency field in New York 
before he joined Macy’s. 


| Form Agency in Chicago 

G. S. Bond and YT. J. Harris 
have formed Harris & Bond, an 
agency at 221 N. LaSalle St., Chi- 
cago. Mr. Harris was with Ham- 
ilton Advertising, Chicago, until 
last December, when he left to 
form his own agency, Thomas J. 
Harris Advertising. Mr. Bond was 
formerly executive v.p. of the 
Hamilton agency. 


Joins ‘Capper’s Farmer’ 

Paul Brust, formerly a repre- 
sentative for Ohio Farmer and 
Michigan Farmer, has joined the 
Cleveland advertising sales staff 
of Capper’s Farmer. 


Advertising Age, March 31, 1952 


Limitations of 
Video Listed by 
Hearst Ad Unit 


New York, March 25—TV gets 
a thorough dissecting in a recent 
brochure prepared by the plans 
department of the Hearst Adver- 
tising Service. The title—*Tele- 
vision, Limited”—is a tip-off as 
to the tenor of the analysis. 

Listed among television’s “lim- 
itations”: 

1. There are only 108 stations 
operating in only 63 markets. Since 
“62% of the TV markets are one- 
station markets—time clearance is 
a headache at best.” 

2. “One family in three (based 
on late 1951 data), by the entire 
TV medium, is not national cover- 
age. Actually fewer have sets since 
these data do not allow for multiple 
set ownership per family or for re- 
placements.” 

3. More than half the sets are 
located in seven of video’s 63 mar- 
kets. 


® 4. Television varies from month 
to month, “slips badly in summer.” 
(Here Nielsen sets-in-use findings 
are charged for 1951.) 

5. Nielsen data is used again to 
show that in December, 1951, “even 
the top TV programs had widely 
varying rankings from market to 
market. Even Milton Berle ranks 
first, second, third, fourth, fifth 
and sixth in different markets—not 
just first in the national ratings. 
Maybe it would fit the advertiser's 
sales problems better if he were 
first where he is sixth and sixth 
(if necessary) where he is first.” 

6. “Talent costs have gone sky 
high” and the question becomes— 
“advertiser or stage producer?” 
The brochure lists 30 telecasts 


whose talent-production budgets 
are from $20,000 to $75,000 weekly 
and asks, “How many do you 


watch regularly?” 


s 7. “Time costs too are skyrocket- 
ing—or how much is $1,000,000 on 
TV? Approximately $1,000,000 
buys only one minute (three 20- 
second announcements) per week 
on one station in each of the 63 
TV markets for one year only 
(evening time). It costs, for just 
the above time on one station, over 
$360,000 in just the seven top TV 
markets, over $120,000 in New 
York alone.” 

The last two pages are devoted 
to quotations from advertisers and 
agencies that have voiced concern 
over the rising cost of TV, and 
case histories of sponsors who 
have cut back or completely can- 
celled their video advertising. 


Inglis Co. Appoints Four 

John Inglis Co., Toronto, has 
announced four executive ap- 
pointments. Margaret L. Douglas, 
assistant ad manager of the con- 
sumer products division, has been 
promoted to ad manager. Miss 
Douglas has been with the com- 
pany for six years. H. M. Cole 
has been appointed general sales 
manager; N. A. Fallow, sales man- 
ager of home laundry equipment, 
and A. E. Terry sales manager of 
water heaters and ranges. 


Jewel Gets Golden Gate Mfg. 


Jewel Agency, Oakland, Cal., 
has been appointed to direct ad- 
vertising for Golden Gate Mfg. 
Co., maker of plastic waterproof 
adhesive clay and flower arrang- 
ing accessories. Trade publica- 
tions and consumer magazines will 
be used. 


R&R Adds Eastern States 


Ruthrauff & Ryan has been ap- 
pointed to direct advertising for 
Eastern States Petroleum Co., 
Houston, and its subsidiary, East- 
ern States Chemical Corp. 
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Pathfinder 


sells ideas 
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fore Thinking Americans ... Buy Pathfin '| er 
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People buy ideas first . . . sales of merchandise follow. 


By its editorial content, Pathfinder seeks out 


people who are looking for ideas. Twice each month, 


to a nationwide family audience of thinking 
men and women, Pathfinder brings news and views 


on products and people, business and Government. 


No other magazine of comparable character 
majors in Pathfinder’s market . . . a market 
where more than half the home-owning families 


of America live . . . families who have 


great needs and great buying power. 


If you sell products or services through ideas, 
Pathfinder will extend your coverage into an 
important new market of thinking people. That is 
why an ever-increasing number of important 
companies are adding Pathfinder to their 

national advertising programs. 


Sivalissilltaie 


Publisher 
Washington Square, Phila. 5, Pa. 
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NBC Will Use Color Cartoon Slides 


to Promote Summer Radio Programs 


New York, March 28—Adver-| 
tising and agency men who are ac- 
customed to dull statistic-laden 
presentations will find National 
Broadcasting Co.’s summer radio 
sales pitch a welcome relief. 

The accent is on entertainment) 
in “Summer Radio: 1952,” a color 
cartoon slide film produced by 
Jacob A. Evans, advertising man- 
ager for NBC's radio network. 

Chief narrator is Fred Allen, 
who apparently enjoys the assign- 
ment of “v.p. in charge of sum- 
mer.” Among his co-workers are 
two real-life v.p.s: John K. Her- 
bert and Charles C. Barry. These! 
two present the company’s sales 
talk in between Mr. Allen's barbed 
comments. It’s a happy combina- 
tion, with the jokes sugar coating 
the research data and paving the 
way for the network's commercial. 


® Choice examples of Allenisms 
from the film 
“In the beginning radic was 
nothing but static. Then Marconi 
took the static apart and found it 
was a jumble of words. When he 
finally arranged the words in 
“erder, Marceni discovered that it 
Was a message from the sponsor 
That was the first commercial. 
Without the first commercial there 
Would have been no radio...” 
Definition of a v.p—“‘A man 
who can take three hours for 
luBch without affecting produc- 
tién.”” (And from Portland Hoffa, 
whose voice also is heard through- 
out the film—‘“A v.p. is a man who 
werks his way up in an organiza- 
tien until he enters a state of ex- 
eGBtive oblivion.”) 
Aside to a cartoon § sponsor 
Ghgracter—-“You are the only ad- 
ising executive I have ever 
You rarely see one alone 
Advertising executives are gener- 
ally found in packs—or in con- 
fefences, as they call it.” 


e How research experts arrive at 
their ratings—-“I know how you 
arfive at those rating figures. You 
sh@ot a decimal point between 
fMuMbers with a pool cue... You 
rating outfits are the only guys in 
thé numbers rackets the police 
Waven't caught up with yet.” 

It is Mr. Herbert who outlines 
what NBC is offering in the way 
of inducements to summer adver- 
tisers. He describes the work of 
the new merchandising depart- 
ment, which has 12 supervisors 
working in the field to secure re- 
tailer support for network ad- 
vertised products. More than 20,- 
000 stores, including 5,000 super- 
markets, are now cooperating in 
this project, he says. These re- 
tailers are given one minute cut- 
in announcements at the end of 
so-called Market Basket programs. 


® (Editor's note—This sales come- 


PUBLICITY 
MAN 


Nationally known manufac- 
turer located in pleasant city 
near Chicago offers an excel- 
lent opportunity for publicity 
man. Must be experienced, 
young (about 30-35). Describe 
your background fully. Salary 
open — state what you have 
been earning. Address Box 108, 


Advertising Age 
200 E. Illinois St., Chicago 11 


on—the market basket plan—was 
unveiled at the NBC convention 
in Florida last December. At that 
time it was criticized by some sta- 
tion operators who objected to 
giving free time to retailers. At 
this week's press conference, Mr. 
Herbert said this criticism had 
been met with a revision which 
no longer requires affiliates to 
pay cut-in charges. Though the 
network has been peddling mar- 
ket basket shows for several 


months, there have been no! 


takers.) 
For $15,200, market basket ad- 


Having tried and this season 
sold out a winter tandem plan, 
the company has come up with a 
super tandem plan for summer. 
This offers three non-competitive 
advertisers participations in three 
shows for $13,500 weekly. The 
list: “$64 Questions,” “Mr. Keen” 
and “Screen Directors Playhouse.” 
(The latter program is featured 
in two bargain packages; appar- 
ently NBC is determined to sell 
that one.) 


® The final come-on for vaca-| 


tion time business is called “ton- 
nage technique.” This is a spe- 
cially priced tailor-made package 
of three or five 15-minute pro- 
grams weekly for an eight or 13- 
week series. The cost will, of 


| course, depend on the kind of pro- 


vertisers can get a one-minute an-| 


nouncement plus opening and clos- 
ing billboards on three shows— 
“The Man Called X,” “Screen Di- 
rectors Playhouse” and “My Secret 
Story.” 


gramming selected, but a typical 
three-a-week series would be 
around $169,800 for eight weeks 
and $276,000 for 13. A five-a-week 
series can be bought for eight 
weeks for about $295,900, for 13 
weeks for $480,800. 


When asked how many of the 
regular season sponsors are ex- 


pected to stay on throughout the | 


summer, Mr. Herbert said it was 
too early to say. Since there is no 
longer any penalty involved for 
delay, advertisers are taking more 
and more time to make up their 
minds on this point, it seems. There 
was no mention of special induce- 
ments—better discounts, etc..—de- 
signed to keep the current clients 
on the year ‘round. 


Erickson Joins Distributor 
Harry Erickson, formerly field 
service manager for Philco Corp. 
and Emerson Radio of Pennsyl- 
vania Inc., has been named adver- 
tising and sales promotion mana- 
ger for the Apex line of laundry 
equipment for Philadelphia Whole- 
sale Distributors Inc., Philadelphia. 


NAS Names Parent 

B. V. Parent, who has worked in 
advertising in the Midwest for 20 
years, has been named to repre-| 
sent National Advertising Service 
in that section. 
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‘Golf Digest’ on Stands 

Golf Digest, published in Evan- 
ston, Ill. will go on newsstands 
|mationally during April. The maga- 
| zine started two years ago as a 
house organ for daily fee golf 
courses. The expansion to news- 
stand sales this year follows the 
success of tests made last year. 
The 5%x8%” magazine sells for 
25¢. It has a paid circulation 
guarantee of 50,000. The one-time 
b&w page rate is $400. The maga- 


| zine will appear six times yearly 


(May through October) during 
the golfing season. 


IT&T Gets Kellogg Switchboard 


International Telephone & Tele- 
graph Corp., New York, through 
an exchange of stock, has acquired 
the business and properties of Kel- 
logg Switchboard & Supply Co., 
Chicago. 


Federal Adds O’Connor 

K. J. O’Connor, formerly with 
General Outdoor Advertising Inc., 
New York, has joined the sales 
staff of Federal Advertising Corp., 


| Paterson, N. J. 


1—The Reporting Team 


Joe Martin is a News reporter whe 
has been places and done things . . . 
such as bringing little Ann Chisayi to 
New York from China. . . 
Public Officials quite embarrassing 


and asking 


questions, such as... 

What is being done to collect the 
38,000 delinquent Federal Income Tax 
claims in the Third (largest Internal 
Revenue) District, ice. Manhattan 
north of 34th Street? 

The PO in this instance was Monroe 
Dowling, then the Internal Revenue 
Collector of the Third District. 

Martin wasn’t wildly happy over 
this Dec. 14 assignment, because (a) 
The News had carried a somewhat 
critical editorial about the Collector on 
Dec. 12; and (b) he didn’t like taxes. 

Anyway, he phoned Mr. Dowling 
who thought it was a gag, but gave 
him an appointment anyway. 


M ARTIN’S teammate on tax stories is 
Jim Desmond, rewrite man. Joe does 
the leg work, digs deep, ferrets facts. 
Jim takes the data, puts music to the 
words. Desmond did the outstanding 
job in New York City on the Kefauver 
hearings, has a long string of exciting 
byline stories to his credit. Martin and 
Desmond talked over the angles on 
the new assignment. 


2—The Collector 


On Monday, Dee. 17, Martin met 
Mr. Monroe Dowling. The Collector 
was cooperative, told all his department 
heads to show Martin everything. 

For five days Joe asked questions, 
looked at records, talked with Bureau 
employees: decided that the District's 
record of delinquents was no worse 
than some stores’ experience with slow 
payers, and picked up interesting yarns. 

One day, walking around the fifth 
floor, Martin noticed that the filing 
cabinets were not standard, but small, 
card size. Mr. Dowling explained that 
the cards were records of undelivered 
refunds, due the taxpayers who had 
changed addresses. 

Martin did some random checking, 
estimated average undelivered refunds 
at about $38. Many ran over $100. He 
offered to trace some of the people due 
refunds, thought a $100 check would 
surprise the recipient and maybe make 
a good human interest story. Collector 
Dowling was agreeable. 


3—The Commissioner 


On the night of Jan. 3, as Martin 
tried to figure out where he might find 
some refund-due taxpayers, the Big 
Idea burgeoned . .. Why ferret out a 
jew people, when publishing lots of 
names of lots of people would make a 
lot of people happy? 

Next day he told the Idea to Jim 
Desmond, who suggested publishing 
only the names with $100 or more 
refunds due them. The two of them 
sold Dick Clarke and Bob Shand, News 
editors, and were assigned to find out 
if the proposal was practicable—and 
perfectly Legal. 

Martin knew nobody in the IRB 
in Washington, and phoned Harry 
Schneider, Public Relations Officer . . . 
about an idea which might save the 
Bureau an estimated 500,000 man 
hours in a year. Interested? . . . Heck 
ves, said Mr. Schneider, and arranged 
an appointment with John B. Dunlap, 
Commissioner of Internal Revenue. 

On Jan. 7, Martin and Desmond 
took a plane to Washington, met the 
Commissioner, and spilled their Idea. 

Mr. Dunlap was enthusiastic, and 
cancelled all his appointments, left the 
building to scout up John W. Snyder, 
Secretary of the Treasury. 


a ht tn di 


Jen tah VANE Tica aah, Vee eee . Poe = air ea eee ae ER Sse Ch an! Rt" Se RS “ee SO cei ec = 
nid i ‘ + : : i ‘ . z = a 
ne a : Hon re 
=} id 
Be |_| im 
ae —“CtisSCSC‘(SCS : 
* mers 
: ae 
oa ee 
. 7 i ae 
oe + Tae 
: Lies 
"aod thet 
fi, a 
a y 5 ae 
“ ee 
‘oa . a 
3 ; 4 ig 2 
oa PO SS 
ee tend 
aS cay 
vi Be tel 
oe een 
2 eae 
: ee 
oo | ea 
“ ———— — 
te .* a] ee dj l $M II Nin tae 
; ae EASE SH ZS, Us . a 
a Seal Te yh . | a / , A | 
Sa f A BL =< {T> : : 
a ? ‘ & 4 j Aw. - — rd f a | : 
— q ~ Ca oe PR Man oe : 
. aes ee ie y i ih 
: oe , | 
a] ah \ 
Fi 1 l, \ \| n Cees to ) 
4 ~~. \- \ ; =p ir 
eg < aah : i “G a) ‘ 
— ni —tles wr 2 eee fe ' : 
* ne oes i 
¥ sat yg LSA SSF he, 
a tek a | / 7X 2 odie cai 
238 | / // a 
qi \ | ise \ a 5 
/ Pe 4 > 7M 
— — Mv] 
77 at . 3 y 
i 
. i a — if ae 
: N ® N =, P 5 ae 
| FTA oy | 
2 Z + 
a — = 
\ Ss 
_ ome 2 | 
r ee 7 ~~ 
Sue ZA BS a 
ve af 4 
‘— "i fy i j | 
' 
t i@ * 
* a ig : 
Z 4 
Ne 
. ae 
: . 
b 
: es 
‘ Be 
eS Bee 
4 os 
: i 
5 : 
Ee 
: 
: 
eo tany wees . 
eS 7 
: £& 
: sila aantibinihia oe es 
i ty 2 a Bo aaa We tc Got ele, es am is tre Se ‘ ae : : CEs ge Pe I ee ie i 4 as Sige een a. se 
SOM Orig RG ES Sr ee eG ree eee ea Se i ee lf CSS eee 


i 


ae 


ivertising Age, March 31, 1952 


Family Shopper’ Magazine Will Bow Soon — 


New York, March 26—A new 
onsumer magazine called Family 
Shopper is expected to bow shortly 
—the result of “six years of mar- 
ket research.” 

Size, price, advertising rates and 
editorial slant of the new book, 
to be brought out by Thomas F. 
Buck, publisher, are expected to be 
innounced at a press meeting on 
April 7 


000 additional gross annual busi- 
ness—with double their normal 
net profit.” 

| The magazine will offer manu- 
facturers “distribution at no cost 
in at least 100 stores—probably 
500 stores—in most marketing 
areas. Ten per cent more revenue 
from the sale of his merchandise 
without increasing the price to the 
consumer. Or, as an alternative, a 


However, Family Shopper plans 10% 
a first issue having “1,000,000 price.” 


guaranteed circulation,” with a 


“projected circulation in excess of NBC Appoints Rutledge 


Donald A. Rutledge, formerly 
® The magazine will guarantee ad- | =. a Ryn 
vertisers “100% efficiency without) pointed manager of employe rela-| 
waste circulation, and distribution | tions in the personne] department) 
of their merchandise in every mar-| of National Broadcasting Co | parade watchers along Fifth Ave. Green-clad girls passed out samples of the new 
| product, Tabs, which will sell for 2¢ a pack. Art Flynn Associates is handling it. 


Outdoor Group Forms | 
sively franchised to merchandise eS Bros 
porated with headquarters at Ra-| named director of s 
|seph DeFrenes Co., Philadelphia, ' Center. 


10,000,000.” 


keting area in which the maga- 
zine is circulated.” 
Retail stores which are exclu- 


| 


the advertising in Family Shopper 


will thereby get a crack at “$100,-| leigh, N. C. 


reduction in the consumer 
| 


| 


GREEN CHEW—Along with the rest of excitement generated in New York by St. 
Patrick’s Day, Hoelan Laboratories introduced its new chlorophyll chewing gum to 


| Davies Joins DeFrenes Co. 
Edward 


|motion picture and television film 
A. Davies has been. producer. Mr. Davies formerly was | 
ales for Jo-| associated with Princeton Film 


influence the RB 
back money: 


4—The Secretary 


The Secretary was at a reception for 
Prime Minister Churchill, striped pants 
and everything. Commissioner Dunlap 
crashed the party, and briefly bent Mr. 
Snyder’s ear. 

Whereupon the Secretary left the 
Prime flat, and hastened to a huddle 
with the Treasury Department lawyers. 
The legal beagles buzzed the lawbooks, 
but brought up no statute that in spirit 
or letter restricted the publication of 
refunds to taxpayers. Two hours later. 
Martin had Mr. Snyder's okay, strictly 
legal. Even better, he had the promise 
of both the Commissioner and the 
Secretary not to leak the story. 

Martin and Desmond phoned Harry 
Nichols. city editor. who lined up staff. 

At 9:30 am on Jan. 8, Martin with 
two reporters and three copy-boys. 
started copying names in the Third 
District office. Three more News men 
arrived later. Nobody left, meals were 
brought in. By 2:30 next morning, 
all refunds of more than $100 were 
listed—5.276 names. 

Outside the thin partition, the News 
listers heard reporters on other papers 
asking if the office had any hot stories 
today ... Just like in the movies. 

Teaser ads Saturday, Jan. 12 told 
New Yorkers they had $5,000,000 due 
—see the Sunday News tomorrow. 


5—The Story 


Publication of the lists started in the 
Jan. 13 Sunday News. The sensational 
story continued for nine days. And 
New Yorkers began to believe in Santa! 

The News list included scores of big 
names, thousands of nobodies! 

Within a month, 3,378 taxpayers in 
the Third District—65% of the names 
listed in The News—had secured their 
refunds totaling $431,141! 


The NEWS tipped off its sister papers, 
the Chicago Tribune and Washington 
Times-Herald, in time to publish the 
local refund lists on Jan. 13. In all, 
192 papers followed the News beat. A 
month later, 46,620 taxpayers had their 
$2,000,168 refunds from Uncle Sugar. 

And bouquets for an “outstanding 
public service” came from Secretary 
Snyder, Commissioner !Dunlap, both 
Senators Taft (R) and Lehman (D)... 
Representative Martin (R), House 
Ways and Means Committee Chairman 
Doughton (D), and King (D), Chairman 
House Committee on tax scandals, who 
praised this paper for “true public 
service in the highest tradition of the 
American press.”... My, my! Imagine 
important Democrats saying such nice 
things of The News! 


6—The Payoff 


Finding money for the taxpayers is 
something new for The News . . . but 
finding money for advertisers isn’t. 

The News can find customers for 
anything simply because it has so 
many customers of its own. Finding 
people with money who want things 
isn’t hard when you have more than 
2.125.000 circulation daily, and over 
4.100,000 on Sunday ... as so many 
advertisers have found out! 

When so many people prefer a paper, 
buy it every morning, without benefit 
of carrier boy, subscription contract or 
cuckoo clock premiums... and read it 
regularly, habitually . . . how can an 
advertiser miss? In the world’s biggest 
best metropolitan market? 

If you have anything worthwhile to 
say or seil, you can find more audience 
or market, more easily, in this medium 
than in any other in the whole world. 
And at a lower cost! ... Find out more 
about what The News can find for you! 


New York News 


220 East 42nd Street, New York 17 
More than twice the circulation— 
daily and Sunday—of any other 
newspaper in America! 


Howard J. Morgens 
Elected Chairman of 
Advertising Council 


New York, March 27—New 
chairman of the board of the Ad- 
vertising Council is Howard J. 
Morgens, v.p. in charge of adver- 
tising for Procter & Gamble. He 
succeeds Fairfax M. Cone, presi- 
dent of Foote, Cone & Belding, who 
now becomes chairman of the 
council's planning committee. 

Reelected as vice-chairman of 
the board was Louis N. Brockway, 
executive v.p. of Young & Rubi- 
cam. Two new vice-chairmen also 
were elected: Leo Burnett, presi- 
dent of Leo Burnett Co., Chicago, 
and Frank Stanton, president of 
Columbia Broadcasting System. 
Frederick R. Gamble, president of 
the American Assn. of Advertising 
Agencies, was reelected secretary; 
and Paul B. West, president of the 
Assn. of National Advertisers, was 
renamed as treasurer. 

Philip L. Graham, publisher of 
the Washington Post, was reelected 
chairman of the executive commit- 
tee and Lee H. Bristol, president 
of Bristol-Myers Co., was elected 
vice-chairman. 


NIAA Plans June Sessions 


Panel and clinic sessions on in- 
dustrial advertising research, 
readership studies, public rea- 
tions, effectiveness of industfial 
advertising and budgeting will be 
featured at the annual National 
Industrial Advertisers Assn. megt- 
ing in Chicago, June 29-July 2. 
Marketing leaders will also dis- 
cuss ways of building markets to 
absorb industry output bey@nd 
mobilization requirements, accord- 
ing to G. D. Crain Jr., publisher 
of ApverTISING AcE and Industfial 
Marketing and chairman of the 
NIAA program committee. 


Tilds & Cantz Gets Account 


Tilds & Cantz, Hollywood, s 
been appointed to direct advertis- 
ing for National Cornice Wo 
Los Angeles. A continuation of 
present campaign in trade publi 
tions is planned. Hixson & Jorg 
sen, Los Angeles, previously had 
the account. { 


Atlantic Refining Names Ma 


James Ralph Macon, formefly 
with Pennsylvania Salt Mfg. 
Philadelphia, has been appoin 
market and product development 
manager of chemical product sa 
for Atlantic Refining Co., Phila- 
delphia. 


't @¢ 


\ 
. Balloons 


Gell 


Little feet walk farther to 
the shoe stores that give 
balloons! And the kids 
drag along their parents, 


America's original “Captive Audience.” 
| In any promotion don't forget that there's 
| money in Sonny — and Susie, too! Your 
| sales message on PIONEER en 


“Floating Billboards” not only advertises 

« sells your product. 

PIONEER balloons as package inserts, 
tie-ons or self-liquidators pep up sales 
any product! Printed in non-fading, crack- 
less pigments, gorgeous colors. 

Service Department gives 


you ideas, samples, im- 

print information. Write ; 
to The PIONEER Rubber 

Com, . 108 Tiffin Road, 

Wil , Obie. 
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Publishing Stocks Poor Investments 


being held in abeyance pending 
clarification of the materials sup- 
ply outlook for consumer goods 
and the extent of defense produc- 


4 ti »gui »nts 
Generally, Says Investment Adviser Sana ae tke teenies is ac- 


New York, March 25-—Print- 
ing and publishing stocks are not 
good investments today, with a 
few exceptions. Women’s maga- 
zines are being strangled by high- 
er costs. But increased demand for 
advertising space is likely later 
this year. 

These conclusions are presented 
in the current issue of “Value 
Line,” fortnightly commentary is- 
sued by Arnold Bernhard & Co., 
registered investment adviser. 

On publishing company stocks, 
the investment house says, ‘“Mc- 
Call Corp. and McGraw-Hill are 
in the ‘may be held category.’ On- 
ly Conde Nast and Time Inc. merit 
‘buy-hold’ recommendations for 
moderate appreciation. From the 
standpoint of quality and long- 
tern growth, McGraw-Hill and 
Time Inc. are in a class by them- 
selves, Of the two, Time Inc. is 
more reasonably priced at present 
in relation to rating.” 


® On spiraling costs in publishing. 
ithe investment house has this to 
say: “Despite two or three rounds 
of advertising rate increases, the 
publishers of women’s magazines, 
ch as Conde Nast, Crowell-Col- 
>" and McCall Corp., have been 
able to keep pace with mount- 
ig operating costs 
“Typical of higher costs is the 
PRice of magazine paper. Back in 
tHe 1935-39 period, 35 leading pub- 
lighers who consume two-thirds of 
the magazine paper in the U.S 
p@id an average of $91 a ton. In 
1950 this cost averaged $163 a ton 
w it is about $190 a ton 
In some cases, advertising rate 
renee have resulted in a de- 
e in advertising linage,” the 
ivestment report says. “Spiraling 
Gast. have had such an adverse ef- 
feet on earnings of the three wom- 
@M@s magazine publishers super- 
Wiged by this service that all of 
them have slashed their dividend 
payments within the past year 
MeCall’s quarterly dividend has 
bé@en cut from 50¢ to 30¢ a share 
inftwo steps. A few months ago, 
Cfowell-Collier cut its rate in half 
frém 30¢ to 15¢ a share. Recently, 
C@nde Nast reduced its quarterly 
aiviciend from 25¢ to 15¢ a share. 


8 “McGraw-Hill, leading publish- 
er of business papers, and Time 
Inc., largest magazine publisher,” 
the investment report continues, 
“have thus far been able to meet 
successfully the challenge of in- 
creased operating costs, except 
higher income taxes. McGraw- 
Hill's suceess is attributable to 
the rapid growth in advertising 
linage of Business Week and the 
fact that American industry looks 
to the company's other period- 
icals and books for information as 
to unfamiliar processes, competent 
guidance on the use of new and 
substitute materials, on the retain- 
ing of industrial manpower, and 
on continuous information and in- 
terpretation of government re- 
quirements during the present re- 
armament program. Illustrative of 
McGraw-Hill’s current prosperity 


(now published 
editions) are growing rapidly.” 


raphe 
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PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


PERSONALIZED SERVICE 


o79 nN. WELLS S$T., CHICAGO vo, the. 
Whitehall 4-3450.1.2 


complished, manufacturers will 


is the recent increase in its quar- probably carry on a two-fold ad- 
terly dividend rate from 50¢ to 65¢ vertising campaign by (a) in- 


forming the public of their part 


success,” the in- in the defense program, and (b) 
says, “is attrib-| keeping their peacetime products 
fact that both Life|in the public eye. In the mean- 
and Time are leading magazines) time, advertisers in the excess 
in their particular fields and are profits tax bracket are taking ad- 
advertisers because vantage of the fact that the gov- 
they appeal to such a wide seg-| ernment bears most of the expense 
ment of the population. The com-| of advertising.” 

magazines For- 


of Building 8 Commenting on materials re- 


two separate strictions hampering the manu- 


facturers of television sets and 
erection of new television stations, 


8 On advertising demand, the in-| the investment report says: 
vestment report says: 
reduced rate of pone the day when television may 


“These developments tend to post- 


manufactur-| become a serious threat to the 


ers is probably attributable to the magazine business. 
transition to a semi-war economy. 
Appropriations for advertising are, no chances on being left behind 


“Time Inc. apparently is taking 
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GOING UP—This chart is from McCall 

Corp.'s annual report, showing how stiff 

its paper price rise has been since 1942 
(AA, March 24) 


in the event of a major shift of 
advertising interest to television. 
The company recently purchased a 
video station in Albuquerque, 
N. M., probably in order to acquire 
television know-how.” 


|came to $543,021. 


Advertising Age, March 31, 1952 


‘NEW YORKER’ AD INCOME 
IS UP. BUT NET IS DOWN 

New York, March 25—The an- 
nual report of The New Yorker 
discloses that the magazine had an 
advertising income of $6,341,600 in 
1951 (3,617 pages). Circulation in- 
come was $2,135,668. Net profit 


Ad income for 1950 was $5,586,- 
652 (3,521 pages); circulation in- 
come was $2,007,842, and net prof- 
its were $629,913. 


Parisette Joins ‘Examiner’ 


Mildred Parisette, formerly 
merchandising director of WFIL. 
Philadelphia, and assistant pro- 
motion manager of KEX, Port- 
land, Ore., has been appointed to 
handle church advertising and 
publicity for the San Francisco 
Examiner. 


Eldico Names Johnson 

Eldico of New York, maker of 
amateur radio equipment, has ap- 
pointed Corydon M. Johnson Co., 
Long Island, N. Y., to direct its ad- 
vertising. 


2,500,000 HOMETOWN FAMILIES 


merican | 


MAGAZINE 


The Crewell-Collier Publishing Company, 640 Filth Avenue, New York 19, N.Y. Publishers of The Americen Mogox! 


Collier's, and Women's Home Componico 
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-arker Pen Survey Finds Out What Gls 
Most Want to Get in Mail from Home 


JANESVILLE, Wis., March 25— 
Parker Pen Co. reports that letters 
rom home still rank as an impor- 
ant morale builder for U. S. ser- 
vice men, 

Parker had Facts Inc., New 
York, do a survey to get service 
men’s views on letter writing and 
their preferences among four per- 
sonal items. 

Some 2,000 men, overseas and 
stateside, were polled but the 
company does not say how many 
answers were received. 


® The questionnaire asked: “Which 
of the following do you most like 
to receive regularly at mail call?— 
home town newspapers, food pack- 
ages, letters from relatives, letters 
from friends, books, magazines?” 
Letters from relatives were men- 
tioned as first or second choice by 
90%, letters from friends by 81%. 
Newspapers, packages, magazines 
and books followed, in that order 


The survey also found (1) three 
out of four receive mail from home 
at least once a week; (2) one out 
of three receives mail three or 
more times a week, and (3) one 
out of ten gets mail less frequently 
than once a fortnight. 


s What kind of news do service 
men want in letters? The survey 
found that nine out of ten want 
to hear personal news—about their 
families and friends. This out- 
ranked community news by three 
to one. Very few expressed a de- 
sire for national news or reports 
on “how we are doing in Korea.” 

The service men were asked to 
compare wrist watches, fountain 
pens, cigaret lighters and cameras 
in terms of personal usefulness. 
Watches scored highest (35%), 
pens were next (30%) and cigaret |}, 
lighters third (20%). Cameras} 
came in a poor fourth, but the pen! 


“banned on many posts.” 

The average length of time a ser- 
vice man has owned his fountain 
pen is about 2% years and 32% 
got it as a gift. 


@ The survey also included an- 
other question but Parker did not 
report results. This asked: “Of all 
the pens on the market which ONE 


' brand do you think is the best, no 


matter how much it 
you think so?” 

In releasing the survey results, 
Parker also pointed out that it has 
offered all service men free ser- 
vice on its products “for the dura- 
tion.” 


costs? Why do 


ABC Sponsors Bow Out 


“Stop the Music” (ABC-TV) is 
losing two of its sponsors—Toni 
division (Foote, Cone & Belding) 
and Hazel Bishop Inc. (Raymond 
Spector Co.)—at the end of the 
current cycle. The companies al- 
ternated as backer of the first 

half-hour of the 60-minute show. 
| Old Gold continues to present the 
last half-hour of the giveaway 


company points out that they are| musical. 


FTC Charges d-Con 
with False Claims 


WasHINGTON, March 25-—-The 
Federal Trade Commission has 
charged the d-Con Co. with mak- 
ing false claims in its rat poison 
ads. 

The FTC complaint alleges that 
the Chicago company misrepre- 
sented the effectiveness of three 
rodenticide preparations. These are 
sold under the names d-Con, d- 
Con Ready Mixed and d-Con’s 
Mouse-Prufe. 


® It took d-Con only two years 
to become one of the leaders in the 
rat poison field. Officials attribute 
success to their consistent national 
ad program. 

D-Con backed its pest killers 
with more than $1,000,000 in ad- 
vertising in newspapers and mag- 
azines and over radio and TV. A 
series of saturation spots on radio 
plugged away at the theme: 
just love d-Con.” At the end of 
1951, sales were in excess of $4,- 


T hat is a lot of families. And it is a lot of believing. 
Belief, you know, is something you can’t buy or 
sell. It is something you have, not in your purse, 


but in your heart. 


These families believe in The American Magazine 
because it believes in them—in the dignity and 
importance of the individual human being—in the 
sanctity of family life. It is this basic belief that 
has made America great. It is lack of it that opens 


the door to despotism. 


The Family Source magagine 


Readers have a special faith in The American 
Magazine. They thrive on its special kind of Family 
Service. It is their special mentor on how to live, 


what to buy, where to go—their most trusted 


with incomes 38% 


magazine. 


So it is a good place to display your brand—this 
crossroads where more po 244 million Home- 
town American families, 2% bigger, 9% younger, - 
higher than average will see it, 


and believe in it—The American Magazine. 
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“Rats | 


000,000. The company is now plan- 
ning to introduce two new prepa- 
| rations—Rid-x for eliminating 
odors in cesspools and septic tanks. 
and Roach-Prufe, a liquid applied 
with a brush to eliminate roaches 


® Specifically, the FTC charges the 
company represented falsely that 
d-Con: 

1. Is non-poisonous, completely 
safe and without danger to humans 
and animals. 

2. Will destroy all rats and mice 
on a property within 15 days and 
will thereafter keep the property 
free from rats and mice 

3. Contains a special attractant 
which is three times “more suc- 
cessful or luring” than any other 
rodenticide bait or regular feed 

4. Will eliminate all after-odors 
usually associated with the use of 
rodenticides. 

5. Has been recommended by the 
U. S. Fish and Wiidlife Service. 

| 6. Will eliminate all rats and 
mice infesting a town and keep 
the town free from reinfestation 


® In addition, the FTC challenges 
as false d-Con’s claim that its 
Mouse-Prufe “is the only mouse- 
killing rodenticide on the market 
that contains the ingredient War- 
farin.” According to the complaint, 
the company advertised falsely 
that d-Con was the subject of an 
article in Reader’s Digest. “The 
article,” states the FTC, “dealt 
with ‘Warfarin,’ which is one of 
the ingredients in d-Con.” 

A reply to the FTC complai is 
being prepared by Frank E) & 
Arthur Gettleman, Chicago b 
firm which handled the Imdfin 
case and other drug actions before 
the FTC. 


Litho Officers Reelected : 
William H. Glover Jr. of S 

ney Litho Co. has been reeledted 
president of Young Lithographers 
Assn. of New York, Other > 
cers, all reelected, include: 
Heinrich, National Process 
and Maxwell Friedman, Cons 
dated Lithographing Corp., v. 
Wallace A. Glover, National P: 
ess Co., secretary, and Erwin®A. 
Bielitz, American Colortype Go., 
treasurer. p 


Appoints Shepard Henkin 
Shepard Henkin, director Sof 
| sales and advertising of the G@v- 
ernor Clinton Hotel, New Yatk, 
and Carter Hotels Operating C om 
New York, has been appoi 
membership director of the Hos- 
pital Sales Management Assn 


HERE IS MASS CIRCULATION 


IN A SPECIALIZED MARKET, 
AT VERY REASONABLE COST 


$3.25 
Per Page Per Thousand 


YOUR ADVERTISING 
SPEAKS LOUDEST 
IN THE QUIET OF 
THE CLASSROOM 


SCHOLASTIC 
MAGAZINES 
Reaching 1,000,000 Student 


Subscribers Weekly in the Jun- 
ior and Senior High Schools 
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‘52 Dairy Drive 
Seeks to Boost 
Consumer Demand 


Cuicaco, March 25—Members of|@ Butter will get a particularly 
the American Dairy Assn. have} heavy play during the year. The 
okayed an all-out drive to protect | association is convinced, as a re- 
the industry's markets and stimu- | sult of sales tests in Detroit, that 


“planks,” the association and its 
agency, Campbell-Mithun, also 
have developed platforms for each 
type of product—butter, cheese, 
dry milk, milk, evaporated milk, 
etc. The platform outlines the 
problem (e.g., how to visualize 
evaporated milk in ads), and sets 
up procedures 


pitta 


TE NT se 


= ay oo 
—_ 


late consumer demand. 


| butter will respond to promotion 


More than 300 delegates to the | pressure in the same way as will 


13th annual meeting put 
stamp of approval on the associa- 
tion's steadily expanding advertis- 
ing, merchandising, research, edu- 
cational and publicity program. 

The total promotional budget, 
which hit $1,200,000 in 1949, this 
year is expected to top $2,500,000 
and probably will move up to 
about $3,000,000 in another year 
The ultimate geal is about $5,000,- 
000 annually 


® Dairy farmer members of ADA 
contribute to the fund through 
a “set-aside” of 1l¢ per pound of 
butterfat. For a number of years, 
June was the set-aside month, 
during which time a levy of l¢ 


a pound was collected on butterfat 
sold. Currently, the various states 
have a set-aside period of 60 days 
—hence the increased budget. 
As a result of the increase in 
oe promotional pressure will 
stepped up. Backbone of the 


@ampaign will continue to be the! 


| 


ll-color magazine and newspa- | 
Per section pages, scheduled to run 
ig The American Weekly, Collier’s, | 
Good Housekeeping, Life, Look,| 
Ladies’ Home Journal, McCall’s, | 
Porade, Parents’ Magazine, Seven- | 

n and This Week Magazine. In 
ain the ADA will continue to 

» Railway Express trucks, with | 
eig): showings scheduled for 1952. | 

€ 
@Plans for the next 15 months | 
Were unveiled during the annual 
meeting, including all of the ads! 
that are scheduled to run during} 
that period. The purpose, of course, | 
is to stimulate the maximum 
aMount of tie-in advertising pos- 
sible. 

Possibly the most interesting 
feature of the ADA program is the 
way in which it has divided its 
effort and promotion § dollars 
aMong “festivals.” Five such fes- 
tivals are scheduled this year and 
each such event basically 
merchandising promotion 

Last year, for example, ADA 
spent about $60,000 advertising the | 
cheese festival. Other advertisers | 
tied in with the festival to the ex- | 
tent that more than $1,000,000 in 
advertising featured cheese (and 
some other product) during the 
one month 


Is a 


@ This year, the ADA will spear-| 
head a milk festival in May, ice} 
cream in June, cheese in October, 
butter in November and December 
and evaporated milk in January 
and February. 

During the past ADA 
worked out a copy “platform” for 
the association, All of the promo- 
tion for milk and milk products 
henceforth will attempt to carry 
out three principal objectives 

“1. Do together in nationwide 
action what no one farmer, plant 
or state can do alone in promoting 
greater public use of dairy foods 
and better public understanding 
of the economic importance of 
dairying 


n 


year 


® “2. Key ADA advertising to sell 
dairy products. This is ADA’s job 

ADA's nationwide responsibil- 
ity. The responsibility of the states 
is to sell ADA membership 

“3. Spearhead for industrywide 
mobilization. ADA dollars will al- 
ways need multiplication in in- 
dustrywide publicity, advertising, 
merchandising and selling.” 


In addition to these main 


| has the responsibility for working 


| honored 


|Canco Names Non-Food Head 


their} most other consumer products. 


The Detroit test, conducted last 
September, boosted butter sales 
by 3% to 10%, depending upon 


| whether the volume is compared 


to the preceding month or to the 
same month of the preceding year. 

Butter copy will plug the idea 
that “naturally, every pound of 
butter is made from four pints of 
rich cream”; that “naturally, but- 
ter’s color and vitamins are nat- 
ural”; and that “naturally, butter’s 
flavor glorifies every food it! 
touches.” 


® The basic problem which the 
promotion program is designed to 
solve was outlined by C. R. Schoby | 
of Algona, Ia., president of the as- 
sociation. 

Dairy farming, he said, is a 365- 
day business with no holidays. “Yet | 
the dairy farmer is selling his milk | 
at a price level comparatively | 
lower than prices received for| 


|other farm produce. In addition, 


he must compete with defense in-| 
dustries in the labor market.” 

Mr. Schoby declared that 30% 
of the nation’s average food con-| 
sumption is produced by the dairy 
cow, but added that the dairy 
farmer receives only 15% of the} 
food dollar. 

The 1952 production of milk will 
be at least a billion pounds less | 
than the 1951 output, government 
experts have estimated 


| in 


ADA general | 
meeting that 


8 Owen Richards, 
manager, told the 
the industry’s hope for progress} 
rests almost entirely in the de- 
velopment of new markets which 
will produce income on a par with 
income from other agricultural 
products. 

In addition to the stepped up ad- 
vertising drive, the ADA also has 
established a test kitchen in its 
Chicago headquarters. The kitchen 


out new recipes and preparing 
dishes which may be photographed 
for advertising and publicity pur- 
poses 

The association also plans to 
help promote the American Dry 
Milk Institute’s new color sound 
slide film on “Cooking with non- 
fat dry milk solids.” 

Twenty-three food marketers, 
newspapers and magazines were 
by the association for 
“outstanding contributions to the 
nation’s standard of living.” 


American Can Co., New York, 
has appointed C. S. Stephens man- 
ager of the company’s non-food 
container sales division. With the 
company for 30 years, most re- 
cently as Chicago division non- 
food sales manager, Mr. Stephens 
succeeds T. F. Brennan, recently 
named manager of the company’s | 
new packaging development divi- 
sion 


} 

} 

Krenek to McCann-Erickson | 
Richard J. Krenek, formerly) 
head of his own sales promotion 
business, has been appointed man- 
ager of the sales promotion de-| 
partment of McCann-Erickson, | 
Chicago | 
Dunes Products Names Agency | 
Dunes Products Co., Waukegan, 
Ill., maker of automatic machine} 
packagers, has appointed Schoen- 
feld, Huber & Green, Chicago, to 
direct its advertising ' 


IN RECOGNITION—Lothrop P. Morse (fifth from left), treasurer 
and a member of the board of directors of Ross Roy Inc., re- 
ceives a set of fine dinnerware in recognition of his 15 years 


of service from Ross 


Roy (center), agency president. Thomas G. 
McCormick (fourth from left), executive v.p., and executive staff 
employes look on. 


Time Inc. Revenue Hit $149,571,479 
in ‘51, Up 11%; Profit Drops Sharply 


New York, March 26—Time Inc. 
reports revenues from publishing 
operations highest in its history in 
1951, up 11% over 1950. The in- 
crease is attributed to higher ad- 
vertising revenue, more pages car- 


| ried in each of the company’s pub- 


lications (Time, Life, Fortune, and 
Magazine of Building) at some- 
what higher rates. 


The company’s total net sales 


revenue in °51 was $149,571,479, | 


against $134,719,833 in ‘50. The 
revenue came from subscriptions, 
advertising, newsstand sales, film 
rentals and sales and book sales. 
The net profit after taxes was 
$7,287,400, compared with $8,500,- 
693 in °50. Costs and expenses in ’51 
totaled $135,900,612, an increase of 
$15,871,053 over '50, and $1,180,779 
more than gross revenues for 1950. 


® The annual report notes that the 
company, to cope with increases 
costs and expenses, has ex- 
panded its research and develop- 
ment efforts and is working closely 
with suppliers to find more effi- 
cient ways to produce its maga- 
zines at less cost while maintain- 
ing and improving quality. 

“In the meantime,” the report 
notes, “we have found it necessary 
during the past year to announce 
advertising rate increases for all 
our publications effective in the 
first six months of 1952 

“From the standpoint of dollar 
volume the more important were: 
effective Feb. 4, Time’s rates were 
increased approximately 9%; ef- 
fective March 3, Life’s rates were 
increased approximately 6%; ef- 
fective with its April issue, For- 
tune’s rates were increased 5%.” 


® In 1951, Life carried more pages 
of advertising than in any previous 


vear, 238 more pages than in '50,) 


for a total of 4,052. 

Time was up 476 pages over '50 
for a total of 3,807, largest it has 
ever had. 

Fortune carried 259 more pages 
of advertising in ‘51 than in ‘50 
for a total of 1,434 

Magazine of Building had its 
greatest advertising year in ‘51, 
running 383 pages over ‘50 for a 
total of 2,343 

Domestic net paid circulation of 
Life in '51 dropped 41,000 under 
‘50, and for the year averaged 5,- 
299,000 copies per issue. Time’s 
average for 51 was 1,658,000 copies 


per issue, against 1,593,000 in ‘50. 
Fortune dropped slightly from 
249,000 in ‘50 to 242,000 in '51. 


Magazine of Building climbed from 
66,000 in 50 to 72,000 in °51. 


@ In the international field, Time’s 
Atlantic, Pacific, Latin American 
and Canadian editions had a com- 
bined average circulation for 51 
of 316,000 copies per week, com- 


international fortnightly edition 
had an average of 311,000, com- 


| accounts and personnel. Since that 


| 


pared with 271,000 in ‘50 


Time’s four international edi- 
tions carried a combined total of 
4,015 pages in ‘51, up 911 pages 


over °50. Life’s international edi- 
tion carried 577 pages, up 233 over 
the °50 total. 

Time Inc., its annual report 
says, is continuing with its produc- 
tion of business and industrial films 
for clients such as General Electric, 
Bituminous Coal Institute, Sears, 
Roebuck & Co. and others, and is 
making available for re-showings 
the library of past March of Time} 
theatrical films. | 


Chilton Reports 
‘51 Profit Gain 


March 27—The 


PHILADELPHIA, 


| annual report of the Chilton Co.,/ 


a major business publishing house, | 
shows that, in spite of higher oper- 
ating costs, it increased its net in- 
come in 1951 as compared with| 
the preceding year. 

Total sales for the year were} 
$9,841,000, as compared with $8,- | 
508,000 in 1950. Net profit was) 
$769,530, against $653,998 in 1950, 
although state and federal taxes 
increased from $513,846 in 1950 to 
$864,621 in 1951. 

“The fact that the Chilton Co 
Was among the few corporations 
that had a better showing in 1951, 
after taxes,” said Joseph S. Hil- 
dreth, president, “reflects great 
credit on the ability and loyalty 
of our organization. 

“We, like all other organizations, 
are naturally very much concerned 
over the terrific increases in gov- 
ernment expenditures, which of 
course means higher and higher 
taxes. The economists have warned 
that we are reaching the point—if 
we have not already reached it— 
when business can no longer stand 
the load.” 


Briggs and Blum Merged 
Their Agencies in 1951 
ADVERTISING AGE inadvertently 
omitted the merger of the Charles 
Blum Advertising Corp., Phila- 
delphia, with the agency headed 
by James B. Briggs, Germantown, 
from its list of agency mergers, 


affiliations and _ reorganizations 
(AA, Feb. 25) 
On July 1, 1951, Mr. Briggs 


joined the Blum agency, with his 


time, he has held the position of 
v.p. and chairman of the plan 
board of Blum 


Sloan to Gunther Jaeckel 

Helena Sloan, formerly produc- | 
tion manager of Charm and Junior | 
Bazaar, has joined Gunther Ja-| 


Day Made Agency V.P. 
Robert W. Day, radio-TV di-| 


|pared with 275,000 in ‘50. Life’s| rector of Albert Frank-Guenther | 
| Law, New York, has been named! moved to Suite 1220 Lincoln Bank 


a v.p. of the agency. 


College Ad Agency 
Now Bills Upward 
of $500 a Month 


Cuicaco, March 25—-The adver- 
tising agency set up by members of 
Alpha Delta Sigma at Roosevelt 
College here last fall has boosted 
its billings to about $500 a month 

The unusual venture was orig- 
inally established to handle the 
promotion, advertising and publi- 


city work of campus extra-curricu- 


lar activities. However, it recently 
has taken on the accounts of sev- 
eral small retailers and manufac- 
turers in the Chicago area. 

Since the agency was estab- 
lished, undergraduate members 
have produced posters, newspaper 
ads, radio commercials, direct mail 
pieces, theater programs, letter- 
heads, business cards, outdoor 
posters, menus, match covers and 
handbills. Currently, the ADS 
agency is working on a television 
show. 

Col. George D. Gaw, director of 
the Color Research Institute, 
founded the chapter, and a number 
of agency men in Chicago act as 
consultants. All work produced by 
the agency is supervised by Bran- 
del L. Works, associate professor 
of advertising and faculty sponsor 
of the Alpha Delta Sigma chapter 


WGAR Gets Okay 
to Build FM Station 


CLEVELAND, March 28—Station 
WGAR is preparing to broadcast 
its programs over a new frequency 
modulation station, following ap- 
proval of its application for an FM 
construction permit by the Fed- 
eral Communications Commission 

Construction of the FM facili- 
ties involves an expenditure of 
about $50,000, according to Carl 
E. George, general manager of 
the station. Part of the transmit- 
ting equipment necessary for the 
FM operation already is on hand, 
and the remainder has been or- 
dered, Mr. George said. 


Pushes New Wheel Aligner 


Bear Mfg. Co., Rock Island, II1., 
is using The Saturday Evening 
Post pages to push its new Tela- 
liner wheel alignment machine 
In addition, shops equipped with 
the machine will be provided with 
wall and window posters, news- 
paper ads, mailing pieces and ra- 
dio continuity tying in with the 
campaign in the Post. Van Auken, 
Ragland & Stevens, Chicago, is 
the agency 


CBS-TV Names Scanlon 


Walter A. Scanlon, former re- 
gional sales promotion supervisor 
for Alexander Smith Inc., has been 
appointed sales promotion mana- 
ger for CBS Television film sales 


| eckel, New York, as assistant ad-| in New York. 
| vertising manager 


Salemaker Advertising Moves 


Salemaker Advertising, Fort 
Wayne, Ind., public relations and 
sales promotion organization, has 


Tower 
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NBC's 
MARKET 
BASKET 
PLAN 


ZQ000 sieced 


NEVER BEFORE, ABSOLUTELY NEVER... . 


in these days of automatic merchandising have you been 
able to buy such complete selling power for moving your 
product. 


How would you like to make forty million commercial im- 
pressions every week on potential customers? And at the 
same time how would you like for customers to see your 
product displayed in over twenty thousand food stores— 
including five thousand supermarkets? That’s what NBC’s 
Market Basket does for you... at the unbelievably low 
cost of 37¢ per thousand. It’s NBC Radio plus NBC 
Merchandising, the most efficient selling team in the ad- 
vertising scene today. There’s nothing te equal it in all 
advertising! 


Here’s how the Market Basket Plan works: 


Three non-competitive food advertisers buy, as a package, 
three established, successful network shows. Each product 
receives a one-minute commercial plus opening and clos- 
ing billboards on each of the programs. 


The shows, carefully picked for audience appeal, are: 


The Man Called X—starring Herbert Marshall, romantic 
adventure with suspense and international intrigue. 


The Screen Directors’ Playhouse—the most popular Holly- 
wood films recreated weekly, with leading film stars. 


My Secret Story—warm, human stories, directly produced 
for the feminine audience. 


On these three shows your product story will be heard pre- 
cisely at the time of the week when most marketing is done 
—Thursday evening, Friday evening, Saturday morning. 
At the same time your product will be featured in over 
20,000 leading super-markets, chains and indeperdent 
food stores across the nation. These special displays are 
guaranteed to all Market Basket advertisers. For all this, 
for time plus talent plus merchandising, Market Basket 
costs only $15,200 per week, $4,000 less than a single black 
and white page in the leading magazine. 


The Market Basket Plan opens up new horizons in radio 
advertising ... for, added to the compelling power of radio 
impressions, the compelling magnetism of special in-store 
displays is virtual assurance that your product will move 
from more store shelves into more market baskets. May 
we give you the complete story? 
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Year after year Journal-American filmstrips play a vital 


% 


role in the education of more than a million students 


: 
in the New York metropolitan area | 
i 


ECAUSE learning by seeing has become increasingly 
important and popular, the New York Journal- 
American ... as part of an extensive year round public 
service program . . . provides a continuing series of 
filmstrips on current affairs to all New York City public 
and parochial schools and hundreds of other schools 
throughout the New York suburban area. 

Covering everything from farm life to interna- 
tional disputes, from taxation to the problem of 
crime, these visual education aids bring the world 
right into the classroom . . . enable students to see 


historic events, civic and social problems oe 
before their eyes. 

The Journal-Aimerican has always believed that its 
functionin the community extends further than the record 
ing of daily events. In sponsoring these filmstrips ... an 
many other youth-aid programs such as the Tourname 
of Orators, the History Contest and America’s larges 
Sandlot Baseball Program...the Journal-American help 
to develop both physical and moral health in the ‘Ver 
Important People” of tomorrow .. . qualities that will 
serve them as individuals throughout their lives. 


' 


Service to the community is one reason why the Journal-American is New York’s 
largest evening newspaper... advertisers, too, are well-served when they — 
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Along the Media Path 


e Almost the whole staff of 
WMPS, Memphis, left the studio 
early Saturday morning, March 22, 
heading out of town to follow the 
storm that eventually killed 233 
people in the Mid-South. By 9 p.m 
that evening they had sent back 
reports from many leveled areas 
which were put together for 
graphic half-hour documentary re- 
port for the WMPS audience 


e@ Nationa! brand products adver- 
tised over KGW, Portland, Ore., 
are getting a special promotion. A 
series of spot announcements and 
a half-hour morning show are 
saluting 13 suburban communities. 
Local stores using the advertised 
products are featured 


e Keystone Broadcasting System 
has prepared a new map to show 
its coverage of the nation. It con- 
sists of a master map and acetate 
overlays indicating how Keystone’s 
536 affiliates supplement the ma- 
jor radio networks and TV outlets 


e@ The Milwaukee Journal’s annual 
Home Show section broke all pre- 
vious records this year. Appearing 


» Sunday, March 16, the section to- 


“aled 72 pages and had more than 
nee paid ad lines. There were 

rht r.o.p. color ads, seven of them 
full-page 


@ Air Ads Inc., Peoria, Ill, has 
Produced a promotion booklet for 
KPDQ, Portland, Ore. The two- 
COlor, 24-page offset booklet con- 
t@ins scenic views of Portland and 
i@troduces station personnel. Ad- 

rtisers and friends of the station 
Wderwrote the printing of 10,000 


Copies 


KLRA, Little Rock, Ark., is co-| 
Sper sn with the Arkansas state 

lice in a traffic safety campaign 
Regardless of the time of day or) 
pfogram, the station interrupts to 
Meport every traffic fatality as soon 
ag the news is received 


@ A survey of car radios in the De- 
t@oit area has been completed by 
WJR. The station found that 83 out 
of every 100 autos has a radio. 
More than 5% of the passenger 
e@rs registered in metropolitan De- 
troit were checked. Copies are} 
ivailable from the station's sales! 
department 


e KNX, Los Angeles, is putting on} 
t drive for summer business with | 
the aid of a brochure listing South-| 
ern California statistics. Sample 
figures: 27.1% of the vear’s total 
retail sales are made during sum- 
mer; 40% of the area’s 3,000,000 
tourists come in summer; 60% of 
Southern Californians stay at home 
during vacations, and summer ra- 
dio listening is about the same as 
the rest of the vear 


@ A mailing list of the nation’s 
leading building contractors has 
been drawn up by three McGraw- 
Hill publications—Construction 
Daily, Engineering News-Record 
ind Construction Methods and 
Equipment. Every contractor who 
lid more than $100,000 worth of 
business in 1951 is listed on a 3x5” 
card. Information on how the list 
‘an be purchased is available from 
Engineering News-Record, Busi- 
ness News Dept., 330 W. 42nd St., 
New York 36. 


e@ Newest sales pitch by Seventeen 
is a 52-page illustrated booklet at- 
tempting to show the market po- 
tential among teen-age girls. “The 
Girl Under Twenty” tells adver- 


tisers the 13 to 19 age group is the’ 


“right period” to implant brand 
preference. The promotion booklet 
points out that these girls are dol- 
lar sources (1) as a buver (they 


spend $3.7 billion of their own 
money annually); (2) as a bride 
(every third bride is a teen-ager); 
(3) as an influence on family buy- 
ing, and (4) as a gift receiver 


research department of 
Farm and Ranch-Southern Agri- 
culturist has completed a reader 
survey on use of soaps and deter- 
gents. Lux came out first in the 
face soap class with 23.8% of total 
mentions. Lifebuoy was on top in 
the bath soap category and Tide 
got the most mentions among laun- 
dry soaps or detergents. The maga- 
zine reports a 20% return on a 39,- 
000 mailing. Copies can be obtained 
from Farm and Ranch Publishing 
Co., Nashville 10 


e The 


e American Family Magazine, dis- 
tributed in independent groceries, 


TV-DESIGNED—Described os the first building specifically designed for TV, the 

above plant on San Francisco's Van Ness Ave. houses three studios, transmitting 

and broadcasting equipment for KPIX-KSFO. The KPIX transmitter is located at the 
Top of the Mark, and telecasts are sent via a special underground coaxial cable. 


is running its third annual Ameri- 
can Family Week promotion May 
1-7. The drive will feature products 
advertised in the magazine during 
the first six months of 1952. 


e Better Homes & Gardens lined 
up 50 department and furniture 
stores to participate in its March- 
April “Take It Easy” promotion. 


Display materials. spot radio tran- 
scriptions and films have been 
made available to retailers. Mov- 
able, durable furniture is featured 
in the promotion. A_ two-color, 
half-page ad in the April issue lists 
all participating stores. 


e@ The March 24 Newsweek carried 
128 pages, highest in its history. 


Advertising Age. March 31. 1952 
Ad pages and ad revenue alsc 
broke existing marks 


e Northwest Gardens & Homes 
celebrated its 20th anniversary in 
March by coming out in new size, 
new format and new typography. 
New page size is 8%x11”. Orrin 
Hale and his wife, Emma, founders 
of the Pacific Northwest magazine, 
are still editors and publishers 


e NBC has begun construction of 
its new television center at Bur- 
bank, Cal. Two studios, each with 
a 500 seating capacity, will be built 
on a 48-acre site acquired from 
Warner Bros. The first unit will 
be completed by early fall. 


e Industrial Equipment News 
changes its front cover starting 
with the April issue by starting the 
products-finding index down the 
right hand column and continuing 
it on Page 2. 


e@ The front cover of the March 
National Bottlers’ Gazette portrays 
the original cover used in March, 
1882. 
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@ The advertiser using national magazines exclusively is 
undoubtedly convinced that he is placing his advertising 
where it will do his retailers the most good. 


His retailers know different. They know that national mag- 
azine advertising can’t be timed to their selling seasons or to 
their merchandising periods. They know it can’t do a complete 
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CONSIDER COVERAGE... 


@ In Metropolitan Nashville the leading national magazine 
reaches only 10% of the families; in Louisville, only 8%; in 
Columbus, only 13.9%. Locally-Edited Magazines in these 
markets reach 92%, 87% and 83%, respectively. 
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idvertising Age, March 31, i952 


| Ryan of BAB and Shurick of CBS Debate 
' ‘Radio, TV or Both?’ Before Four A’s Group 


BALTIMORE, March 25—The 000,000. Mr. Ryan said radio time 
Chesapeake chapter of the Amer- and talent costs per thousand lis- 
ican Assn. of Advertising Agencies teners are ‘way below TV. He noted 
last night heard William B. Ryan, that 9,000,000 radio sets were sold 
president of Broadcast Advertis- in 1951 “with almost no sales pro- 
ing Bureau, and Ed Shurick of motion.” 

CBS-TV network sales debate, Mr. Shurick described TV as “a 
“Radio, TV or Both?” salesman invited into millions of 

Mr. Ryan said agencies must homes for instantaneous product 
separate the two. “Each medium demonstrations.” Between 8 and 
should be bought on the basis of 12 in the evening, he said, TV 
reaches more homes in its 63 mar- 


he asked 


session, with three 
ployes “sounding off” 
brass,” and six agency 
firing right back at 


s Among those 
were Jezry Collins, 


Washington; Edgar 


Dugdale & Co., Baltimore 


Also on the program was a gripe 
agency em- 
at the 
“brass” 
the employes. 


‘sounding off” 
media director, 
M. Belmont Ver Standig agency, 
Kassan, ac- 
count executive, Joseph Katz Co., 
Baltimore, and Robert V. Walsh, 
director of radio and TV, VanSant, 


giving that audience away,” 


“big 


tion cost at the factory is as little 
as $15. 

He agreed that radio is going 
through a period of self examina- 
tion “just as newspapers and mag- 
azines did when they forgot that 
they had to go out and sel] them- 
selves.” 


he de-| 
clared. He reported that BAB is|Chamber of Commerce, 
working to induce manufacturers| ber of the agricultural committee 
to build AM radios into TV sets.|of the National Assn. of Manu- 
Asserting it is a great convenience | | facturers, and during the last war 
to the public, he estimated installa-| 


| Tampa, Fla., before joining the 
Post. 
JOHN TRICKEY 


function, circulation, cost and re- Speaking for the “brass” were CLINTON H. HASKELL 

sults,” he counselled. kets than radio does nationally. Joseph Katz, M. Belmont Ver  Cuicaco, March 25—Clinton H. 
Mr. Shurick conceded that ad- Standig, and Sidney A. Levyne, Haskell, 63, president of Beatrice 

vertisers should be using both ra- s He lampooned scare talk about S. A. Levyne Co., Baltimore. Foods Inc. for the past 24 years, | 

dio and TV at this time, “particu- Ty costs, pointing out that time During the discussion of “Radio,| died March 21 after an extended | 

larly in view of TV’s man-made costs increased only 15% while) TV or Both?” Mr. Ryan reported) illness. 

coverage limitations.” circulation went up 45%. He that BAB has begun efforts to) Mr. Haskell joined Beatrice as | 
Beyond that it was hammer and| charged that it is more a case of measure the automobile radio audi-| Topeka branch manager when he | 

tongs. | “static, miserly budgets” than un-| ence. He said that 20-30,000,000' was 17 and moved to Chicago as 


| reasonably high TV costs. automobile radios are 
@ Mr. Ryan’s figures pointed out 
that radios are in 96% of the na-/of TV, or of trying to stretch too| ence now. 
tion’s homes; TV in only 31% of | far an inadequate percentage for} 

its homes with coverage of 16,-| advertising in relation to sales?”|= “We don’t 


intend 


“being given 
“Is it a problem of the high cost! away” as part of the radio audi-| 


assistant general manager in 1923. 
He was named general manager 
in 1927 and president of the dairy 
| and produce company the follow- 


to continue} ing year. 


RETAILERS! 


selling job for them because it reaches so few of their customers. 


{ The solution? Magazine Advertising at the Local Level! Take 
o- your retailer's advice, test your next magazine schedule at the 
3 local level . .. in the thirteen markets served by LOCALLY-EDITED 
GRAVURE MAGAZINES. 


Thirteen weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising valve. 


TOTAL CIRCULATION: OVER 3 MILLION COPIES WEEKLY 


SALT LAKE 
cI 
_DESERET T NEWS, 


| president of the company, and - 


| York, to handle advertising, 
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He was a director of the U.S 
a mem- 


served on the milk conservation 
committee of the war food admini- 
stration. 


HARRY REX BELLIS 

Sauissury, N. C., March 25— 
Harry Rex Bellis, 50, business and 
circulation manager of the Salis- 
bury Post, died March 22 in a 
Winston-Salem Hospital. 

Mr. Bellis was associated with 
newspapers in Tulsa, Okla. and 


Mitton, N. H., March 25—John 
Trickey, 63, nationally known 
consultant on lithography and re- 
tired superintendent of Forbes 
Lithograph Mfg. Co., Chelsea, 
Mass., died at his farm here Satur- 
day night. 

Mr. Trickey joined Forbes in 
1906 and retired to prize cattle 
breeding and lithography consu!t- 
ing in 1939 


DR. JOSEPH BRIN 

Boston, March 25—Dr. Joseph 
G. Brin, 54, associate publisher of 
the Jewish Advocate here and 
semantics professor at Boston Uni- 
versity, died of a heart attack at 
his Brookline home March 2ly 


EDGAR S. TOMS ; 
DuruaM, N. C., March 25-—Edgar 
S. Toms, 53, former director and 
general manager of Liggett & 
Myers Tobacco Co., died Maréh 22 
at his home here. He was thé son 
of the late C. W. Toms, fofmer & 


Sh hag: ei Be Gis Ly 


spent his entire business cyreer 


with Liggett & Myers. ; 


Miller Inc. Names Agency i 
Alan Miller Inc. New York 
handbag maker, has appointed 
Ann R. Silver Associates, New 


a 


Handley-Brown Names Agency 

Handley-Brown Heater Co., 
Jackson, Mich., has appointed 
Bingham Technical Advertiging, 99 
Detroit, to handle its account, 


motion and publicity. 


é 

Lower your 

production 
costs 


Add to the quality of 
your point-of-sale 
displays, car cards, 

calendars, price cards 

with 
FALPACO 
COATED 
BLANKS 


Ask your distributor 
for samples and prices 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE > 
NEW YORK 18, N.Y. 
MILLS—FITCHBURG, MASS. 
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Arkansas Radiomen Elect 

The Arkansas’ Broadcasters 
Assn. has elected Storm Whaley 
of KUOA, Siloam Springs, its 
president. Other officers elected 
are: W. V. Hutt, KLRA, Little 
Rock, v.p., and W. N. McKinney, 
KELD, E! Dorado, secretary-treas- 
urer 


Alevy Joins Beall Agency 
Maurice Alevy, formerly in the 
advertising department of the Dal- 
las Times Herald, has been ap- 
pointed an account executive of 


Ray Beall Advertising, Dallas 


Esty Reopens Coast Oftice 

William Esty Co. has reopened 
a Hollywood office at 6331 Holly- 
wood Blvd., primarily to handle 
television. Arnold Wester, for- 
merly with Metro-Goldwyn-Mayer 
and Jerry Fairbanks Inc., is in 
charge 


Gets Alabama Ad Account 


Parker, Luckie & Associates, 
Birmingham, has been appointed 
by the Alabama State Bureau of 


Publicity and Information to han- 
dle its advertising program. The 
budget is $50,000. 


STEEL BRACKETS & PANELS 


specihcanons. 


We have complete facilities for production of any special 


design bracket 


Send for Complete Descriptive Literature 


FOR INDOOR SIGNS—Ready to Letter and Erect 


Bracket assembly in chrome or colors. % 
in 3 lengths to fit panels from 14” to 
assembly consists of lead screw anchor, and %” diam 
rod in 3 sizes for panels from 14” to 20” wide 
in chrome or colors 


” diam. rods 
20” wide. Flange 


Rods 
Steel panels from stock or to your 


Joseph Reiss Leaves Agency. 
Starts Own Consultant Group 

Joseph Reiss, for 20 years presi- 
dent and partner of Reiss Adver- 
tising, New York, has severed his 
connection with the agency and 
started Joseph Reiss Associates at 
101 W. 57th St. 

The company is a consultant in 
marketing and trade relations. It 
will place ads for a list of accounts 
it retains, including H. L. Green; 
Lander Co.; Aristocrat Leather 
Products Inc.; Helen Neushaefer; 
EZ-Do Inc., and others. 


Moodie Co. Drives in Canada 


J. R. Moodie Co., Hamilton, Ont., 
is featuring its products in small | 
space newspaper copy throughout | 
Canada. The company makes 
Jockey Brand men's 
Vanta baby garments and Moodie’s 
Nobelt panties for women. The 
Toronto office of J. J. Gibbons Ltd. 
is the agency. 


Whitman & Shoop Moves 
Whitman & Shoop, Pittsburgh, 

has moved to the Lobby Floor 

Suite in the Fort Pitt Hotel 


“Yes, and if that’s a TV antenna, 
you'll get a year in jail!” 


Obviously neither television nor newspapers can deliver any 


‘impact” in the 213,316 privately owned 


cars and trucks within 60 miles of 


Louisville. 


Burt radio is at work regularly in 128,303 of them. 


That's another reason why WAVE 
radio can deliver 1000 impressions for you, for only 37¢! 


Ask Free & Peters for all the facts! 


Facts above ave from sctentific, authoritative survey 
made by Dr Raymond A. Kemper (head of the 
Psychological Services Center, University of Loussrtile) 


in WAVE 


July, 


ated 


5000 WATTS 


1951. 


Free & Peters, Inc., 


LOUISVILLE 


Exclusive National Representatives 


Advertising Age. March 31, 1952 


market or geographic area, thu 


were listed in the section, and 


in this master list. There is no 


will be accepted. 


stated. 
4. It must be received before 


tribution. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The fifth annual Market Data Section of ADVERTISING AGE 
will appear in the May 12 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, 
s providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 


} in requests for nearly 25,000 individual pieces. 
Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 


material must measure up to the following standards: 
IP monte 1. It must be current. Nothing published prior to June, 
2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed 
3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 


Market data material scheduled for publication before Sept. 
1, 1952, will be listed in a “not yet published” tabulation, pro- 
vided that a 100 word description of each such item reaches 
ApvVERTISING AcE before April 15. The description must include 
probable date of publication and any conditions attached to dis- 


Actual copies of all other material to be listed 
dressed to the Market Data Editor, ApverTISsING 
Illinois St., Chicago 11, with any necessary explanatory notes 


and classified by type of 


readers of ADVERTISING AGE sent 


charge for such listings, but the 


1951, 


April 15, 1952. 


should be ad- 
AcE, 200 E 


Borton Tells Some 
| Details of June 
AFA Convention 


| New York, March 25—Elon G. 
Borton, president of the Advertis- 
ing Federation of America, has 
announced some of the program 


events already set for the AFA’s | 


annual convention June 8-11. 
The convention will be held at 


| the Waldorf-Astoria here. 


The opening general session on 


| Monday, June 9, will be devoted | 


to “What’s Ahead for Advertising 
and Marketing?” A survey by a 
nationally known research au-} 
thority will be given and this will! 
be followed by a panel discussion 
moderated by Stuart Peabody, as- 
sistant v.p. in charge of advertis- 
ing of the Borden Co. Members of 
the panel will include two national 
advertisers, two top agency presi- 
dents and a government official. 


\@ There will be featured speakers | 


at luncheon - sessions 
Tuesday 
the annual dinner Tuesday night. 

A departmental session on retail 
advertising is scheduled for Tues- 
day morning. This will be chaired 
by Howard P. Abrahams, sales 
promotion manager, National Dry 
Goods Assn. A _ store owner, a 
store ad director and a New York 
University professor of advertising 
will speak. 

John D. Yeck of Yeck & Yeck, 
Dayton, O., will be chairman of 
Wednesday morning’s meeting on 
direct mail advertising. A depart- 
mental meeting on television ad- 
vertising also will be held. 

The opening Sunday “brunch” 
will present an outstanding wo- 
man in advertising as part of a 
program arranged by the Adver- 
tising Women of New York, one 
of the host clubs for the meeting. 


Monday, 


and Wednesday and at) 


Helen Carroll Corathers, media 
buyer, Lawrence Fertig & Co., New 
| York, will preside. 


® Other convention events include 
| announcement of the “Advertising 
Woman of the Year,” award pres- 
entations to adclubs for work dur- 
ing the past year, presentation of 
the winner of the annual essay 
contest for high school students 
|}and announcement of elections to 
| the Advertising Hall of Fame. 
| The entertainment schedule in- 
| cludes a post-convention cruise to 
Bermuda. 

Convention planning is being di- 
| rected by a committee headed by 
| Robert Gray, ad manager, Esso 
Standard Oil Co., and Antoinette 
| Casey, asst. to v.p., Frankfort Dis- 
tillers Corp. 


Baim-Omens Formed, 
Several Accounts Follow 


Michael Baim and Charles 
Omens, formerly account execu- 
tives of A. Martin Rothbardt Inc 
and more recently of Art Service 
Production, opened their own 
art production company March 19 
at 230 E. Ohio St., Chicago. 

Baim-Omens Inc. wili service 
agencies art facilities and will 
start with several accounts which 
also left Art Service Production. 
Several staff members also fol- 
lowed. Art Service Production was 
under the same roof as the Roth- 
bardt agency at 154 E. Erie St., 
Chicago. Art director for the new 
company is Verlyn Bornzin 


Gardner, MacDonald to ARF 


J. Baxter Gardner, v.p. in 
charge of advertising and sales 
promotion of Frankfort Distillers 
Corp., New York, and W. F. Mac- 
Donald, outdoor manager of Kud- 
ner Agency, New York, have been 
appointed to the administrative 
committee in charge of the con- 
tinuing study of transportation ad- 
vertising by the Advertising Re- 
search Foundation. 


indexed 


OFFSET DUPLICATOR TECHNIQUES 


This newly revised book (1951) — 487 detailed and 
148 


i offset 


contains: The 


on preparing 
artwork and copy, ond for production of the offset job. It 
is o reference book of instruction. The table of contents 


Operating the 
Press Troubles, 


8. Harris. 


copy NOW! 


Ra ccwvese 0 Line Halftone 
i n Line and Halftone, Color in Offset, 
Offset coda Neg Plate Prep Paper and 


Binding, Typing and en Preparation of Art Copy, 
The book was written and revised by experienced men in 
the Graphic Arts: Richard Coruzzi, 
Size 81, x 11 inches, 
Price $5.00 plus 25¢ for handling and postoge. Order your 
FRED W. HOCH ASSOCIATES, INC. 


Publishers and Consultants to the Graphic Arts 
461 Eighth Ave. 


Duplicator, Small Shop Layout and Equipment, 
Legal Responsibility, Glossary and Index. 
Fred W. Hoch and Cari 


contains 96 pages, cloth bound 


New York 1, N. Y. 
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NEW -PABCO LINOLEUMS 


PABCO PUSH—This four-color page ad, 
which will appear in the April 21 Life, 
will spearhead Pabco Products’ 1952 ad- 
vertising campaign for its California Origi- 
nals and Pacific Originals floor covering 
lines. Brisacher, Wheeler & Staff, San 
Francisco, is the agency. 


Magnavox Survey 
Indicates Owners 
Content with Sets 


Fr. Wayne, March 25—Almost 
everybody who owns a television 
set, according to a survey spon- 
sored by Magnavox Co., is quite 
content with it. 

Of the 1,200 set owners—600 of 
whom were Magnavox owners— 
interviewed in key TV cities, 85% 
said they were satisfied with their 
present receivers, and 83% said 
they’d buy the same kind if invest- 
ing in a new model. Seventy per. 
cent of the owners plan to replace 
their present sets. 

Six hundred non-owners were 
also queried and among these 54% 


said they plan to buy a set in 
the future. Non-owners, the sur- 
vey showed, are just about as 


brand-conscious as owners, but a 
small group of owners admitted 
owning television sets whose 
brands they couldn't remember. 


@ When asked why they bought 
their particular sets, the TV owners 
gave one of the following reasons: 
(1) Good picture and reception; 
(2) price; (3) good tone; (4) rec- 
ommended by others; (5) attrac- 
tive cabinet styles (72% own cab- 
inet models); (6) reputation of 
set or manufacturer; (7) “just 
know it’s a better set”; (8) shopped 
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’ I your newspaper campaign 
includes the first 100 mar- 
kets according to population 
—then over 234,000 Quad- 
Citians are among your tar- 
! gets. On the Illinois side live 
| 57% of Quad-City popula- 
tion. And you cover Illinois’ |. 
Rock Island, Moline and 
+ East Moline (3 of the 4) 


when you use 
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The survey was 
through Maxon Inc., 
vox agency. 


conducted 
the Magna- 


Agency Names Elaine Reed 


Elaine Reed, producer and story 
lady of the “Story Time Show” 
over WCRB, Waltham, Mass., and 
former station representative for 
WCOP, Boston, has been named 
radio-TV director and account ex- 
ecutive of Reilly, Brown & Wil- 
lard, Boston. She succeeds Robert 
Stackhouse, who resigned to be- 


for 
Corp., 


come appliance ad manager 
General Electric Supply 
Brighton, Mass. 


Wyckoff Adds Two Accounts 


Wyckoff Advertising, San Fran- 
cisco, has been appointed to direct 
advertising for Munson School for 
Private Secretaries, San Francisco 
(newspapers, Magazines and di- 
rect mail will be used), and Yule- 
tide Bonus Stamp Co., Berkeley, 
Cal. (a special direct mail pro- 
gram and sales literature are in 
process ). 


PRINT ITIN 


DAY:-GLO’ 


BRILLIANT 
WILCLO PROCESS 


Wil Wiltsn.ne PRINTERS 


jTHM SEELEY AVE* 


Whether you are considering DAY-GLO on a 
point-of-sale item, direct mail piece, taxi-back or 
postal card it will pay you to investigate the Wilglo 
process — An exclusive high speed letterpress- 
bronzer method of applying genuine DAY-GLO 
macerials. 

If you plan a DAY-GLO job, drop us a line with 
details — we'tl be giad to quote. 

Also, we will send an informative Wilglo booklet 
upon written request 


e CHICAGO 12. TLLINOIS 


TEAMWOR 


HUDSON GLOSS 


PLUS 


. .. make the big difference in printing, says the 
Advertising Manager. “As an advertising manager 
| know the value of cooperation. | depend on experts... from 
the drawing board right through the press. 


When each phase is handled by skilled specialists, : 
the results are always best. For instance, here are 
the experts | depend on for really fine reproduction.” : 

; 

: 

: 

: 

§ 


THE PRINTER .. . he calls on me, looks over 
the layouts and makes recommendations for 
the finished art. He’s a printing specialist 
... that’s why he leaves the engraving prob- 
lems to another expert. 


HUDSON GLOSS... the PLUS paper... 
makes good work so much better. Depend on it for clean, 
sharp, 120-line halftones and fine color affinity. 

Hudson Gloss is versatile too . . . use it for your next recipe 
booklet, house organ, broadside, advertising literature, etc. 


... on either flatbed or rotary letterpress. 


International Paper Company, 220 E. 42 Street, New York 17. 


THE ENGRAVER .. . he has the job ex- 
plained to him by the printer who describes 
the paper we expect to use and discusses 
the inks needed. 


THE INK MAN... this highly trained mem- 
ber of the team performs like a prescription 
chemist . . . rec ds and compound 
inks in precise colors and qualities .. . helps 
the printer duplicate the original art work. 


Teamwork 
Pays Off | 


~ 
\ 


Wheemationa WD, per. 


COMPANY 


BOOK AND BOND DIVISION 


ee! We 


OE OM 


7s Br 
| A ' iia 
_s a 
i es P| - e 
: TOLORVISIONS of 1957 OW a 
/* Levelew IGOR SHOW in ait Amerion Ph eeet eS ee 
oa e now on view af Ene Garet oar . a ae oT sp 
2 a tS ls Bae , a 
c wx Risk ; » 2 rae 
4 i s “Sees os ' I / 
ie ge H cane 
vse ek til Se ae 
a = aE BY THE eee 
, ig ~ “by tn ew ar “ aia 
: a ih ee sie 
a " ay : , ‘ yy 
4 hc Se wg ye TTT ae ee TE PE kee EE MSEC Ee Sel 
ig Seed “pe i 5 
| : 2 a ef, 
© <i, 
“ - = ge 
ie Pm be 2 hg isa 
ie at - es, Aan 
ef : y — *: Baws bs 
s) ie fay ie i Z Cee ’ , 
de “2 rn ”, rc ee 
Ff y an a to. 2 cyte 
, ©, : : 7 Se 
S y /} +, ile 
: ake pe? a Y. af wie 
2 ¥ . Wigs e. a Ae 
hi ce . ri - 
< oo 5 t ge p SP 
* i ee p ~*~ : Sie. 
oF } ee 7 ay , oR ES 
os } f ya ieee of mee ys 
mae! g A ® y ‘ aad 
; fr. ¥ » aa 
a4 ci i , Na * Pd _ = 
Pe : ers By. 
ti i ; i, F te ag f en! :. 
a : : 4 : / Se . bapa? 
oe 4 P " é ‘ } is sien es : : pie 
ans ¥ 7 ‘t * “ws kK * £ 7 ‘%. 
he J J a ate 4 f " oe ithe : 4 a; sd o 
ae : LS he “Pk d / cae 4 ateck 
e gar 9559) se des , eae 
a / saat SRT ee 
*y : 4 , J = a , Va be Pt eo A t tne 
“ek 5 , , wd / Lote ba te ie a : 3 af * 
i J , A } | se Big i sae hes 
is a me 
4 vee 
ee 33 zie 
a ae 
4a et. he 
Bie ee oa. 
i a 
a eet 
3 a= 
oe -_ igs 
xi oa] a =) 
a; = - 
| ee 
o i ‘ Fee 
, ; 5 See 3 
4 P 3 Gz 
Cae ; “at .% . ’ —— es f; ae 
ae SUE ; : soil fi * |) ae { Sa 2 ge 
“ae Z Ch. gl ~~ =P. ‘Yop in a /> Ve 
4 eles! ae i yh” SRS ee “a me 
a y “ i 7 . r ‘ - ete 
: | he . 3 iii piss a 
ny i - ¢ os H Been Sa 
r | > — ‘ \ SAA i Ue 
* +. ae REE — —< 2 oe 
i \§ £ 6 ae 2 Mee 
i 5 , 3 z Pays as 
A \* f = = A 
a. bd ' c, unos Re Sia 
3 | oe ae 
by we z ‘ 
a aN aR 
a f ? 
ri es # 
¢3 t Bir. 2a, BS 
we 1 ae - 
ea — nie = 6 ‘ 
g f wie ; ie xa 
a \ : | st he 3 
a ae Pd . Se 
a ee Nae cad 
i re ‘ oN ; i? f 
re sctanmeiiamcitaaiaiali & y &. =s\ eo sp 
: ee ee 
ee | SE coh 
; woo: 
i hat are 
eee ee pi 
% at 
7 : Eee 
a ines 
sg | eae 
" gtr 
is Oe 
ee : ee Fae 
ae. _ q iam ; Se a 4 : =i t : = p . hase Ba ; re 
Sa a et Oo SESS i: GUM ie oe a, : (Re ae ee 


WH mam ht ee rae 


Among many other features and departments 

in this month’s issue, the 242,500 

business-leader-readers who turn to FORTUNE 

each month will receive the following ne 
business thought and business talk: 


GET OUT AND SELL, 
SELL, SELL! 


Most sales executives talk dramatically 
(and continuously) about the big job ahead 
of them. The time has come when they 
must also act that way. For barring war, 
defense orders will shortly begin to dry up, 
leaving America with incredibly huge (and 
unsold) productive capacity. The jackpot 
question: How can business “sell-up’’ to 


Are Americans Losing 
Their Savor For Flavor? 


Today Americans are buying the 
lack of flavor rather than flavor 
itself—blandness has become the 
desired quality. This piece is really 
‘‘news-in-depth’’. It tells what 
Heinz, National Biscuit, General 
Foods, and Seagram are doing to 
meet changing public tastes and to 
maintain flavor uniformity. (See 
“What Has Happened to Flavor?’’) 


utilize this tremendous “‘tool-up”? 

This month appears the first article in 
a “never-before-attempted” series of re- 
ports-in-depth on selling. (See “Why Do 
People Buy?’’) 

The articles which follow in the Selling 
Series will get highly specific, will explore 
and expose such areas as: 


% Is the social taboo against salesmen growing? 
% Can retailers be turned into merchants? 
% The secrets of the Ivy League of Selling (capital goods) 


% How to keep a salesman 


... happy 


% How much is the science of merchandising replacing the art of selling? 
% Is “Market” research really research? 
% Are small companies outbidding big ones for top salesmen? 


% How effective is advertising? 
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concentrate on business news-in-depth ...where advertisers 


concentrate to get concentrated attention 


Fortune’s editors report the news of business ... and more 
and more advertisers are concentrating on Fortune as the 
place to report the news from business. Here’s the proof... 


In the first 3 months of ’52, Fortune carried more pages of advertising 
than any other general monthly publication! 


TOTAL 
ADVERTISING PAGES 
MAGAZINE JAN-FEB-MARCH 


= an 


VOGUE (we bow only to Vogue... 


and its 2 issues a month) 398 
FORTUNE 351 
HARPER'S BAZAAR 339 
BETTER HOMES & GARDENS 334 
GOOD HOUSEKEEPING 320 
MADEMOISELLE 268 
LADIES’ HOME JOURNAL 261 
WOMAN'S DAY 210 
McCALL’S 204 


TOTAL 

ADVERTISING PAGES 

MAGAZINE JAN-FEB-MARCH 
FAMILY CIRCLE 181 
WOMAN'S HOME COMPANION 181 
AMERICAN HOME 165 
ESQUIRE 160 
COSMOPOLITAN 154 
HOLIDAY 143 
NATION'S BUSINESS 107 
AMERICAN 92 
TRUE 63 
REDBOOK 62 


(Official P.1. B. figures January, February —Unofficial for March.) 


You’re Not A Bad Guy, After All! 


There are signs that the 
American Businessman 
may be assuming his prop- 
er stature in the eyes of 
history. Dr. Saveth, the 
historian of historians, 
traces the rise of the strong 
anti-business bias that per- 
vades American historical 
writing and the efforts to 
correct it. (See ‘What His- 
torians Teach About Busi- 
ness’’) 


Where Are The Profits? 


Is your company earning 
as much as it could? Or is 
it unknowingly sacrificing 
profits for volume, sales ef- 
ficiency, prestige, or some 
other pet policy? Many top 
managements have turned 
recently to “Planning and 
Control” (P & C) for the 
answer. Fortune explains 
why. (See “P & C For 
Profit’) 
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RCA Victor to Add 
Dehumidifier Line 
Campen, N. J., March 26—RCA 
Victor will supplement its new 
room air conditioner line with a 
line of RCA electric dehumidifiers 
The new product will retail for 
about $139.50. First shipments will 
probably reach distributors by the 


end of April) WF. Carolan, in 
charge of sales of the air condi- 
tioners, will also direct sales of 


the new product 

Advertising and promotion plans 
not yet been formulated for 
the dehumidifier, but Al Paul Lef- 
ton Co., Philadelphia, is expected 
handle the advertising for it 


have 


to 


ilong with the room 
tioners 
The new product is designed 


specifically for home use, but it 
can be adapted for commercial use. 
Colors are the same as for the air 
conditioners 


Appoints Watt Advertising 
The Delaware County, Pa., 
Assn. has appointed W. H. Watt 
Advertising, Upper Darby, Pa., to 
handle the public relations for its 
newly formed Lawyer's Reference 

Service 


‘Tribune,’ ‘Star’ Hike Price 

The Minneapolis Tribune and 
the Minneapolis Star have in- 
creased their home delivery price 
5¢ a week 


RETAIL SALES LUBBOCK pac 


8. 344,00 


oe 


COUNTY, TEXAS 
Population over 


100,000 


asc Journal 
over 46 


Don Harrington 


ur condi- Two Name Harrington Agency Industrial Surveys 


Associates, 


New York, has been appointed - ‘Finds TV Families 


direct advertising for Californ 


House Inc., New York, 


trade source for modern perniture| 


a 


am | 


from California, and for Finwood 


Industries Inc., Jersey 


City. 


The 


latter is the U. S. branch of Wilh. | 
Schauman, one of the largest pro- | 


chair parts, flush doors 


furniture 


Appoints Cowan & Dengler 
(formerly 
Stewart & Careful Carpet Clean- 
Long Island City, 
pet and rug sales and rug clean- 
appointed 


Duffy’s Inc. 


ing Co.), 
has 


| ing organization, 


| Cowan & Dengler, New York, 
—| direct its advertising. 


NL&B Has Ken-L-Ration 

Needham, 
cago, is the agency 
Ken-L-Ration account 


Bar ducers in Finland of plywood and 
lumber core and maker of plywood 
and office 


7. @. 


Louis & Brorby, 
handling the 


for 


car- 


to 


Chi- 


the 


Ken-L-Products division of Qua- 
ker Oats Co., Chicago. AA (March | 
24) erroneously reported Ruthrauff 


| & Ryan as the agency 


THE “FIVE ALARM FOLLIES” 


sells more than fire prevention! 


It Venu were 1 schoolchild 
bustling Fort Wayne area, 
the Do bunny Plavers as the stars of 


Alarm — bollies the 


puppet performance — that’s 


Indiana school circuit with its remarkably ef 


fective message of fire prevention techniques. 


you d recognize 


traveling 


in the busy, 


ence, 
“Five 


WOW DO. sponsored 


this 


Efforts like this, conceived and executed ence in this 
in the public s behalf, do much to keep Check with 
WOW DO in the minds and hearts of the 2 Tree & Peters. 


WoWO 


important 


Paul 


49-county 


Mills at WOWO 


FORT WAYNE 
NBC AFFILIATE 


million people who make up its loyal audi 
Folks here have learned to expect the 


best of this station, on the air and in the area. 


That's why WOWO stays on top as one 
of America’s great selling forces. That's why 
you should get the facts on WOWO’s influ 
market 


or 


@ WESTINGHOUSE RADIO STATIONS Inc 


KYW - KDKA 


KEX 


SERVING 25 MILLION 


WBZ - WBZA 


WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV: for WBZ-T'V, NBC Spot Sales 
RADIO-AMERICA’S GREAT ADVERTISING MEDIUM 


Increasing Slowly 


New York, March 25—Despite 
heavy Christmas promotions, the 
latest quarterly report of Indus- 
| trial Surveys Co. shows that only 


a scant 2% of the nation’s families 
bought television sets between 
October, 1951, and January, 1952. 


Last October, the company’s fig- 
ures show, about 29.4% of Amer- 
ica’s families owned sets. By Jan- 
uary, this figure inched up to 
31.1%, the lowest increase reported 
since the company began its TV 
studies of the 4,000 families which 
comprise its National Consumer 
Panel. 

The regional! breakdown shows 
that families in the Northeast still 
own the greatest number of sets 
and that in metropolitan areas 
59% of the homes now sprout TV 
antennas. In the occupational 
breakdown, one of the few major 
gains was made by the labor group. 
Thirty-five per cent of those fam- 
ilies now own sets as against 31% 
last October 


® The families with six members 
or more seem to be the most TV- 
minded. Set purchases in this 
group increased owners from 27% 
to 32%. Families 
children added _ proportionately 
more sets than those with younger 
children, a reverse from the Octo- 
ber figures which showed families 
with children under five in the 
lead. 

The company’s complete figures 
and categorical breakdowns fol- 


low: 
™~ of Group with TV Sets 
Oct. Jan. 
1951 1952 
U. S. Tetal 79% 31% 
Regions: 
Northeast 48 50 
South 13 “4 
North Central 29 31 
Mountain & Southwest iM I 
Pacific 2R 30 
City Sise: 
Farm Q 9 
Under 2,500 10 1 
2,500 to 50,000 12 13 
50,000 to 500,000 28 31 
500,000 & over 57 59 
Total Family Income: 
Upper fourth 36 38 
Next fourth M4 35 
Next fourth 31 33 
Lowest fourth 20 20 
Education of Family Head: 
Grade school 25 26 
High school 36 38 
College 29 30 
Occupation: 
Professional & executive 34 36 
Clerical, sales & service 33 ee 
Craftsmen & foremen 40 41 
Laborer & operators 31 35 
Farmer 8 9 
Size of Families: 
i & 2 members 21 22 
3 members 33 35 
4 & 5 members 37 38 
6 members & over 27 32 
| Presence of Children: 
| 5 years & under 39 41 
6-12 years 37 40 
13-20 years 29 33 
No children 23 23 


Two Join ‘Press-Telegram’ 
George Full, formerly on the 


retail advertising staff of the Chi-| 
| cago Sun, has joined the retail ad- | 


vertising staff of the Press-Tele- 
gram, Long Beach, Cal. Ralph 
Taylor, formerly sales promotion 
manager for Columbia Pacific 
Network, has joined the newspa- 
per as promotion manager. 


Brewer Backs Blood Drive 


Goebel Brewing Co. of Cali- 
fornia, San Francisco, is devoting 
an entirely new part of its adver- 
tising in promotion space to pub- 
lic service. Imprinted on the top 
of every can of Goebel Private 


Stock beer is “Have You...Do- 
nated to Your Blood Bank. 
Lately?” 


Hale Named PR Manager 

Clifford W. Hale has been ap- 
pointed manager of public rela- 
tions for Canadian Westinghouse 
Ltd., Hamilton, Ont. Mr. Hale for- 
merly was advertising and sales 
promotion manager for Carling 
Breweries Ltd., Waterloo, Ont., 
and is a v.p. of the Canadian 
Tourist Assn 


with teen-age, 


Advertising Age, March 31, 


CLEAN AND LOVELY—Four-color, 


full- 
page ads like this will appear in the 
April 7 Life and the April 13 American 
Weekly to promote Thor Corp.'s premium 


sales offers. B&w versions of the same 
ad will be run in 51 other newspapers 
April 13. 


Lilt Kit Offered to 
Women Who Watch 


Thor Demonstration 


Cuicaco, March 25—Thor Corp. 
kicks off a new $500,000 promo- 
tion for its washers on April 1 
with an unusual premium offer 
to housewives. 

Actually, the offer is a double 
lure. Thor will give a $2.25 Lilt 
permanent wave kit to every 
woman who witnesses a !10-min- 
ute demonstration at a Ther deal- 
er’s. 

To any purchaser of a Thor 
washer, the company is offering 
a Week-ender cosmetic kit. The 
kit, valued at $39.50, is a mod- 
el’s hatbox-type case packed with 
an assortment of Patricia Stevens 
beauty aids. 

The unusual combination of 
cosmetics and washing machines 
is calculated to make housewives 
stop and wonder what is the con- 
nection between the two. In fact, 
,according to Thor spokesmen, 
| there is no connection, except as 
an attention getting gimmick. 


@ Full-color, full-page ads will 
appear in the April 4 Life and the 
| April 13 American Weekly to pro- 
mote the offer, which will run for 
60 days. Other magazines carry- 
ing ads for the promotion include 
Progressive Farmer, Sunset and 
Woman’s Day. A total of 51 news- 
papers, other than those carrying 
The American Weekly, also are 
scheduled for factory-paid ads on 
| April 13. 

| M. R. Wilson, general sales 
| manager, explained the scheduling 
of the promotion during the peak 
| selling season for washers as an 
| attempt to “carve a bigger slice of 
| industry sales at a time when the 
homemaker is already more re- 
ceptive to washing machine sales 
talks.” The $500,000 to be spent 
on the promotion is in addition to 
Thor’s regular ad budget, he said. 


® As an incentive to distributors, 
Thor is offering three expense- 
paid air trips to Paris to distribu- 
tor sales managers and their wives. 
The trips will be awarded to the 
sales managers scoring the high- 
est percentage of sales quota in 
three contest sections the com- 
pany ‘has set up. The wives will 
receive $350 cash, in addition to 
the all-expense paid trip, to spend 
for gifts and clothes in Paris. 
Other prizes will be given to sales 
managers placing second and third 
in the contest and to salesmen. 

Finally, Thor is paying for the 
|installation of complete displays 
| in the windows of 6,000 dealers. 
Installations will be handled by 
professional window trimmers. 

Dealers and distributors are 
scheduling co-op ads featuring the 
premium offers in newspapers, ra- 
dio and television. 

Henri, Hurst & MacDonald 
the agency. 
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Coming 
Conventions 


“Indicates first listing in this column. 
March 30-April 2. National Assn. of 
Radio & Television Broadcasters, annual 
convention, Conrad Hilton Hotel, Chicago 
April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New York. 
April 1-4. American Management Assn., 


2ist annual packaging conference and 
exposition, Auditorium, Atlantic City, 
N. J. 


April 3-5. American Assn. of Adver- 
tising Agencies, spring meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va 

April 8 
tions, awards presentation, 
Hotel Statler, Boston. 

April 16. Brand Names Day, Waldorf- 
Astoria, New York. 

April 20-24. American Newspaper Pub- 
lishers Assn., 
Astoria, New York. 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 37th annual meeting, Royal 
York Hotel, Toronto. 

May 4-7. Associated Business Publica- 


1952 contest, 


tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 8. Export Advertising Assn., fourth 
international convention, Hotel Plaza, 
New York 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hotel, 
Minneapolis 

May 11-14. National Newspaper Pro- 


Assn., annual convention, Brown 
Hotei, Louisville, Ky. 

May 19-20. Inland Daily 
spring meeting, Congress Hotel, Chicago. 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis 

May 25-28. National Business Publica- 
tions, spring meeting, Shawnee _ Inn, 
Shawnee-on-Delaware, Pa 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York. 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa. 

June 16-17. American Marketing Agsn., 
conference, Netherland Plaza Hotel, Cin- 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fla 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle 

June 29-July 2. National Industrial Ad- 


motion 


Press Assn., 


vertisers Assn., annual conference, Palmer 
House, Chicago. 
Sept 11-13. Newspaper Advertising 


of Eastern Canada, an- 
Mount Royal Hotel, 


Managers Assn 
nual convention, 
Montreal, Que 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

*Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21 Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago 


Promotes New Packaging 

New 24-sheet posters throughout 
Canada are featuring a new pack- 
age for McCormick’s Ltd., London, 
Ont. The trio-pack comprises 
three separate packages of 
saltines, each individually wrapped 
in wax paper. Commercials on the 
Dr. Paul show and the Nicole Ger- 
main show in Quebec stress the 
new packaging. Walsh Advertis- 
ing, Toronto, is the agency. 


Appoints Lung Agency 

Raymond I. Lang Advertising, 
San Francisco, has been named to 
direct advertising for California 
Reinforced Plastics Co., Berkeley, 
Cal. The company manufactures 
Hexcel glass fabric and Aluminum 
Honeycomb for aircraft construc- 
tion. 


Associated Business Publica-| 


annual convention, Waldorf- | 


Consultant Predicts 
$300,000,000 Drug 
Supermarket Sales 


New York, March 25—Drug 
sales in supermarkets are expect- 
ed to exceed $300,000,000 by the 
end of i952, according to a study 
just completed by McMahon & 
Morse, marketing consultant in the 
supermarket field. 

Expansion by more than 50% in 
the number and size of drug de- 
partments in supermarkets and 


larger drug sales per store through | 


more intensive merchandising will 
account for most of the increase. 


is expected to increase somewhat, 
main supermarket strength appears 
to lie in opportunities for greater 
| mass display of the current 200 to 
250 items carried. 

“Retail and local supermarket 
chains will show the greatest prog- 
ress in drug selling in 1952,” the 
report says, “With smaller inde- 
pendents adopting a more conserv- 


While the number of items carried | 


ative expansion policy. 
operators of all sizes are demon- 


However, Koch Joins Visual Methods 


41 


Art director Dale M. Pelow has 
William F. Koch, formerly with | been elected secretary of the com- 


| strating a marked interest in new | Transfilm Inc., has joined the staff) pany. Robert P. Schweitzer has 
techniques for attracting drug ad of Visual Methods Co., New York. been named assistant art director. 


partment traffic—techniques grow 


ing out of successful supermarket ‘SOMEBODY’S SECRETARY . 


selling rather than crug retailing.” 


Pushes Vinylite Rainwear 

Canadian Resins & Chemicals 
Ltd., Montreal, is promoting Viny- 
lite rainwear, using rotogravure, 
| newspapers and radio. Full-page 
| color ads will appear in one Eng- 
| lish and one French weekend pa- 
| per, in addition to a schedule in 
|a list of Canadian dailies. These 
| weekly ads will run from the end 
(of March until May, 
| spots will be aired in 11 major 
|markets from April 21 to May 
| 2. The agency is James Lovick & 
Co., Montreal. 


and radio 


\‘Manage’ Names McMenamin 
Frank McMenamin, formerly as- 
sistant ad manager of Hillerich 
& Bradsby Co., Louisville, Ky., 
maker of sports equipment, has 
been appointed ad manager of 
Manage, published iy the 


. by POST-HALL SYNDICATE 


YES, I KNOW THE SALES POST-WALL OF 

MANAGER |S PLANNING / COURSE! THEY 

A COMIC- TYPE SPECIALIZE IN LOW 
PROMOTIONAL COST PICTURE BOOKLETS 
BOOKLET-- BUT FOR SALES PROMOTION... 
WHO'S DOING |T / HANDLE THE COMPLETE 
JOB FROM SCRIPT 
IDEA TO PRINTED 
BOOKLET, 


Syndicate, - 
295 Madison, 
New York 17. 
MU 61650 \ 


Na- 
tional Assn. of Foremen, Dayton. FREE SAMPLE BOOKLETS AVAILABLE FROM THE ABOVE ADDRESS 


It’s only natural that 
HOUSEHOLD’s 2,000,000 
reader families spend more 
time—and money—improving 
their homes. After all, 


76% own them! 


Then, too, their homes are 


bigger than most, 


families. They live in the small, 


non-metropolitan 


where homes get much more living 


Other large-circulation magazines go 
light in these communities. But here 
HOUSEHOLD goes heavy... it 


concentrates 83% 


and towns of 25,000 or less. 


so are their 


communities 


in the small cities 


~ —— a 


let HOUSEHOLD 


balance your budget ! 


Household Magazine, Topeka, Kansas 


‘ 1 
hz 
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——- 

Gr Household is heavy 
on home families (76% 
home owners)... heavy on 
home editorial (cooking, building, 
furnishing, gardening, child care) . . . 
heavy where others are light, in the 
non-metropolitan home towns of America. 
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ae it is a city on the march, surpassing even 
Lt * its own past records in populetion growth, 


@ Kansas City is headed for the million mark 
Metropuitian areo population diready exceeds 
$50,090 (co gam of 35,000 since the 1950 
cerisus 


@ Estimated 70-million-doliar program to expand 
Grandview airport—13 million dollars already 
ovailabvle for first contracts. involves moving to 
Kansas City the headquarters of Continental air 
command, now at Mechel! Fieid, ¥. 7 


@ #th in the nation in bank clearings in 195) with 
total clearings of $18,041 549,919, representing 
19% gow over 1950 


@irew 6-million-doller foirbonks-Morse plant 
vader construction 


@ Southwestern Bell Telephone Company to spend 
9 millon doliars for construction and m~prove- 
ment on Canses City ane Jackson County in 1952 


@ Construction of first unit of 2'%2-million-doller 
Baptist Memoria! hospite! to start in April. 


@ john Deere buys 20-ccre tract for site of new 
vn, 


— employment gains and industrial expansion. 


@ Three public housing projects for low-income 
families, representing ultimate outioy of nearly 
13 million dollars 


@ Pians for expansion of Sinciair Refining Company 
facilities 

@ 167 -acre tract in Jonnson County, o part of Kan- 
sos Citys metropolitan area, earmarked for de- 
velopment os huge shopping and residential 
center—stores alone to cost 5 million dollars. 


@ Standard Milling Company moving genera! and 
executive offices to Kansas City. 


@ 5-million-dollar expansion of Sunflower Ord- 


nance works. 


@ New 40-million-dollor Ford plant under con- 
struction 


@ Expansion of Standard Oil's Sugar Creek refin- 
ery to boost daily capacity from 38,000 to 
62,999 borrels. 


@ é-million-dollor Sante Fe expansion. 


@ 2-million-doller Veterons Administration Hospital 
neoring completion. 


Yes, things ere going on in Konses City—B8IG things—ond there will be more to come! 


In keeping with Konsos City’s omozing growth, The Konsos City Stor offers co 95% cov- 
erage of four whole counties—Jackson County, Missouri; Cley County, Missouri; Wyan- 
dotie County, Kanses, and Johnson County, Konsos—designated by the United States census 
as the Kansas City Metropolitan County area, and including Konsos City, Mo.; Kansas 
City, Kansas; independence, Mo., and North Kansos City, Mo. 


a 202 $. Stote St. 15 €. 40th St. 
Chicago |... 9.0532 a New York | 6 40m 3 
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Feature Section 


dvertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Security's First National Drive Is Out of 
‘Copycat’ Class, Agency Man Believes 


{James D. Woolf is taking this week off 
and again AA intercepts some cor- 
respondence which is too good to keep 
private, and presents it with the writer's 
permission. | 


Dear Jim Woolf: Typed at home on a 
Sunday—so no secretary for neatness, 
no business letterheads for a more formal 
identification. I came up here to Boston 
recently from Ayer in New York where, 
among other things, I handled the ICS 
account—on which Paul Barrett used to 
send me tearsheets of everything you 
wrote in the advertising magazines. He 
thinks you're the Voltaire of advertising— 
an able critic and a sharp stinging needle 
when you have to be. 5 

Yesterday I wrapped myself around a 
Saturday afternoon vermouth-and-soda 
(a long one, wonderful on Saturdays, for 
some reason), and settled down to read 
your Copycat article in ADVERTISING AGE. 
(“Needle” is right!) 

This note and the accompanying back- 
ground information about a certain ad 
series are the result. 

In sending the information that follows, 
I'm suggesting—only suggesting—you 
might want to write about it as evidence 
that not only is there a fresh approach to 
everything but that, in this case, a small 
company competing against the giants in 
the field undertook to create a fresh ap- 
proach as one way of overcoming a much, 
much smaller budget than those giants 
have. 

Whether that company has found that 
fresh approach—and whether it is strik- 
ing and seemingly effective—is up to you 
to decide, of course. But I'd like to tell 
you about it because if it is good, I can’t 
think of better recognition for it than 
in something you write for the ad maga- 
zines, 

The background: 

The field is life insurance. 

The company is the Security Mutual 
Life Insurance Co. of Binghamton, N. Y. 

This company stands about 59th from 
the top out of 500 life companies. It’s been 
going since 1886, but in the past ten years 
has tripled its assets over the previous 
58 years. It has never done any national 
advertising—not until now. The newer 
management spent the past ten years 
building up the broader foundation that 
helped bring about the bigger assets. In 
1951 they decided it was time to advertise. 
But they wanted to start on a small budg- 
et, properly enough, because they did 
not want to put a big budget into any kind 
of campaign until the general agents in 
the field had had the chance to see if 
the ads were working for them. 

But this advertising was going out to 
compete with budgets ten and in a few 
cases, 15 and 20 times larger. 

Security Mutual decided that if they 
couldn’t compete yet on a money basis, 
they most certainly could try competing 
in the quality of the ideas behind the 
campaign—with an approach they would 
try to make as new as possible in the 
not-very-original insurance advertising 
field. 

But—and here it becomes interesting— 
they wanted more than just a fresh ap- 
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proach to appear on the printed pages of 
national publications. 

They wanted an approach—a new theme 
—that could saturate all the sales pro- 
motion the company would do; a theme 
that could become permanently identified 
with Security Mutual in the same sense 
that the Rock of Gibraltar has become 
identified with Prudential. 

Tall order, but that wasn’t all of it. 
They wanted to try making that perma- 
nent theme mean more to people than 
the Rock does; they wanted something 
to reach down into people’s lives and say, 
“This is for you—not a rock, or a huge 
office building, or an antlered stag, but 
a heart, an emotion.” They wanted some- 
thing that’s all wrapped up with the rea- 
sons why people buy insurance. Some- 
thing to use as the heart of our ads, the 
first few campaigns, and which could 
be dropped down—perhaps as part of 
the signature—in later campaigns... 
something that can lend itself to all kinds 
of treatments, all kinds of words, all 
kinds of dramatizations...but above all, 
something that represents something new 
and solid in insurance advertising. 

Well, Mr. Woolf, I will condense the 
long series of meetings that followed— 
meetings in which we searched for that 
“something’’—by telling you that we were 
looking for something that would sell in- 
surance through advertising just as the 
insurance agent sells it to his buyers 
through the proper mixture of warm 
human emotions and cool common sense. 

That was in the fall of 1951. In mid- 
January, 1952, all the general agents (who 
hadn't heard a word about the nature of 
the coming campaign), received a chaste 
white box. Inside was an engraved card 
reading, 

WITH THIS RING 
Security Mutual Announces Its 
First National Advertising Campaign. 
More details later. 

The card was tied by a ribbon to a 
white ring box, and inside the box was 
a plain gold band. 

That’s how Security introduced to its 
own people the “theme” you see on the 
attached photographs and proofs. 

Do you think we came close to what 
Security asked for, as I outlined it above? 
I do—I truly do. 


Those hands, and that headline, “For 


C. M. Finds Some New Cycles 


TV Has a Lesson for the Cops 


man who knows what ‘always’ means,” 
ve expect to make a permanent symbol 
of the company. As ads, they appeared 
in the February Fortune and the Feb. 16 


New Yorker, (timed to St. Valentine's 
Day). But as symbols, they will take 
over the company’s stationery, its dis- 


plays—all the physical materials used to 
represent the company to its people and 
to the public, 

Those same hands, but with a new 
headline, feature later ads in this first 
six-month campaign. In the New York 
Times Magazine in March, in Newsweek 
and U. S. News in April and May, they 
will be out to help sell a non-cancelable 
health-and-accident policy via a coupon, 
and the headline will be, “For a man who 
has kept his promises—IN SICKNESS 
AND IN HEALTH.” Then in June, in 
Living for Young Homemakers, in an ad 
suggesting that young marrieds plan their 
insurance together, that’s the headline, 


You Ought to Know . 


Practically from infancy Ambrose E. 
Stevens was convinced he’d never want 
any part of the grocery business. At 13 he 
was soured on selling, At 22 there was in- 
dication that advertising was not for him. 
Still, at 48, he can say 
he’s never held a job in 
anything but advertis- 
ing or selling—and 
mostly grocery prod- 
ucts. Today he’s v.p. in 
charge of sales and ad- 
vertising for the Min- 
ute Maid Corp. 

Born into a southern 
family of successful 
grocers, the “cracker 
boy from the South” was repelled by the 
dark, dank, odiferous warehouses com- 
men during the century's early years. 
“This is no business for me,” he thought. 

When he became a teen-ager he man- 
aged to get a line of vacuum cleaners to 
peddle house-to-house. “} cleaned the liv- 
ing room rug in every house on the first 
block. I decided then and there | didn't 
want to sell.” 


Ambrose Stevens 


@ At 22 he was hired by Macy’s in New 
York as assistant art buyer in the ad 
department. The take-home was $18. “I 
didn’t know the difference between a line 
drawing and benday, but I learned in a 
hurry, believe me.” 

Stevens jumped to $22 in four months 
and became head proofreader and part- 
time copywriter. “In those days any Macy 
employe who found a mistake in an ad got 
$1,” he recalls, adding proudly: “Nobody 
came up for a buck while I was proof- 
reading.” 

But part-time copywriting proved his 
undoing. Stevens was unceremoniously 
bounced by irate Jesse I. Straus for a slip 
that cost the New York department store 
about $3,000. The ad said $1.79 a yard 
when it should have been $1.97. Appro- 
priately, the ad was for black crepe. 


s But Stevens didn’t go into mourning. 
Not with four letters of introduction 
penned by his ad department boss. But he 
was somewhat less than gay when he dis- 
covered one letter was addressed to a man 


Standard Proofing Specifications 


Give Employes Freedom of Choice 


“together 
We don’t know yet what we will do 


with them in later ads, in the kind of 
campaign we ultimately want, limited to 
two or three publications, and appearing 
regularly, but... 

We think Security's got 
and that it’s not Copycat. 

Do you agree, Mr. Woolf? If not, I'll 
knew there are sound reasons why you 
don’t. If so, I'll have two vermouths-and- 
soda some Saturday soon to celebrate. 

The people who started this search for 
a fresh approach, and helped our agency 
get what we think is it: Len Watson, ad- 
vertising manager, Security Mutual Life 
Insurance Co., and Norman T. Carson, 
Security Mutual Agency vice-president. 


something, 


The man at our agency who created the 
headline (and slogan) is Mason Ham, and 
the art director, Leonard Karsakov. 
Art MICHEL, 
The Bresnick Co., Bostom 


; 


Ambrose E. Steve 


then in Europe and another to a man 
ready dead two years. 

After a couple of false starts, Stev 
wangled an interview with the Post 
Cereal Co. He aimed at a job as salesman. 
“By this time I'd found I liked people aiid 
that’s 90% of selling.” But the compat) 
turned him down cold because he a 
college graduate. The theory was that fe- 
tail grocers wouldn't cotton to schol afly 
salesmen. 


But Postum found a niche for Stevéps 
as head of point of sale material. Subge- 
quently, the company completed a series 
of mergers which resulted in the forrg- 
tion of General Foods. Then Stevens s 
selected to head a customer incentive 
plan. In 1929 he was made assistant dis- 
trict sales manager in Atlanta. There he 
had charge of 70 salesmen and handled 
an annual volume of $7,000,000. 


® He returned to New York in 1933 as as- 
sistant to James Brownlee, then executive 
v.p. of General Foods and now chairman 
of Minute Maid. Stevens’ new post was 
business forecaster and economist. He had 
to figure out what the company would sel! 
on 120 different items, quarter by quarter. 

Eventually, Stevens developed 26 ways 
to predict what would happen in the food 
field generally and at General Foods par- 
ticularly. “I never got fired; when you 
have 26 ways of predicting, one of them 
is bound to be right,” he says now. 

By 1934 Stevens was deep in a study 
aimed at diagnosing what ailed the Birds 
Eye business. Birds Eye had been acquired 
by General Foods for $17,000,000 in 1928 
and for the next five years it lost $1,000,- 
000 annually. 

He was put in charge of sales and ad- 
vertising for Birds Eye. He was 30 
Stevens’ study had showed what was 
bothering Birds Eye: Only 532 grocers in 
the U.S. stocked the first frozen foods; 
cabinets cost $1,000 or more; the products 
had low volume; there was no advertising. 


® It was Stevens’ idea to mail postcards to 
the customers of the 42 grocers in metro- 
politan New York who handled Birds 
Eye. Their frozen food trade started perk- 
ing, and sales soon doubled, then tripled, 


sk. Oe Cec A  eeeeN us ae By <2, Seale pert) it ieee 
ta ee : es ee a, » eee ie eee So a - ; AA + es ‘ae. eed: : , : — ee ane ees eae 
et : BA ys 
: “hd > ge TS 
i : a2: 
Cae a Pe 
ss 4 i rr, 
re aot 
iE Sia. 
a cs 
eS a eS tole 
i: ares 
be pos 
- ee is 
oo oC aia 
* Bee 
vd gone eM 
5 ee ah. 
aie yh 
“ A 
ve - F(a aE 
Z gegen 
2 Cet 
hed Pet : 
= eat 5 
o need er 
: le i ; 
aes - 
= Tyo oe 
tS Be “se * 
- . ise ta 
™ EL eS 
am SR 
3 etn 
aa e ir ne 
oh | “ ’ aki 
iy aah 
ap , 4 to ie 
ae a! ee 
: i ; ae he ; 
: eae 
a mete 
: PBS ag 
i. ia. 
; fl at 5 
* : men enti Rie 
a  Bigpectcr acento ae 
3) gnc parnty nein en i ee 
oe : : - eo 
~daat = eae 
ia . eae 
“a . & } Fite 
i 5 f 7 ‘ 
: 3 q ee 
4 . i ~ 
—e | og 
as, 
1 hes er 
e ( $ "at e 
Sipe ¥ ae 
a aes 
Hoe’ a ma hf 
: us 2 ae 
a * ASS 
ae, pers 
aon e 
a. or, N 
* 5 igs a 
we 4 4 Ae i 
ie ae oN 
; i mt 
Bei: 
heer 
H y' : “+ 
z ow 
ad aes 
vi Bree 
rome a ee 
x : eS a c: 
aA i 
 &§ ees 
ya Pi Reis, 
a . 7 
pe } . hones 
a ie 
| Bh scnse 
se Pear 
ee ya 
+ Sa SIO 
, Mike 
meas 
i 
bo ae 
2 ree ae 
y fi 5. a 
+ ¥ Paes 
Se 
wile er Gee 
ae ‘ tus: re 
on Wa 
| ee 
eae ie 
; oo es” 
y & Sue: s 
- tie 
; ; Roe Ss 
' ta 
a ae 2 
: ie silk 
j i ie eae 
— Sek 
egeta 
“4 ae 2 
: Sed 4 
eee Lime 
: ie Ate 
i PaaS 
eee ; : “ci gee ae 
ij Series 8 | - ‘3. | 2 


4 


On the strength of this performance other 
grocers were persuaded to take the line 
A new 
lid a 
tributors 


cheaper cabinet also helped, as 
ystem of exclusive wholesale dis- 


e@ Then Stevens got a list of the 100 best 
customers of each grocer with a frozen 
These customers received 
week telling 


food cabinet 
postcards each and every 
about Birds Eye items. “That direct mail 
drive was the making of the Birds Eye 
business,” says Stevens. In two years the 
$1,000,000 annual deficit was 
into a profit of $37,000 

Direct mail paid off so well that Stevens 


converted 


found he was mailing cards regularly to 
the 100 best customers of 8,000 grocers 
This got burdensome, so Birds Eye shifted 
to newspaper advertising in cities where 
there were exclusive distributors. Copy 
banged away at the convenience and high, 
uniform quality of Birds Eye, whose foods 
were “frozen with the speed of a bullet.” 


@ Then, shortly before the war, Stevens 
shifted Birds Eye’s emphasis to Life, and 
thence to “Dinah Shore's Open House,” a 
30-minute network show heard weekly 
By this time he was v.p. in charge of the 
Frosted Foods Sales Corp. (Birds Eye) 
And when he left for Washington, to serve 
as chief of the fruit and vegetable branch 


: 


of the OPA, 20,000 retailers were handling 
3irds Eye. 

Stevens worked for GF after his tour 
with the OPA, but he finally resigned, 
after 18 years. He had gone to California 
and liked it. Besides, other opportunities 
seemed more attractive. He wound up 
with Minute Maid Corp., which was losing 
money trying to crack the market. “When 
| tasted Minute Maid I decided to take 
the job; it was the first concentrate that 
really tasted like orange juice,” he ex- 
plained 


® In five years Stevens helped boost Min- 
ute Maid sales from $450,000 to $30,000,- 
000. How? Using the same advertising 
techniques that worked for Birds Eye, 
plus the exclusive distributor setup 
Direct mail for Birds Eye offered a free 
6-ounce can on presentation of the card 
The redemption rate panned out at 26.5% 
“One of those cards we sent out around 
‘48 came in last week. We put no terminal 
date on the offer.” Stevens figures it cost 
MM 35¢ to land each customer via the 
direct mail route, “but it was worth it.” 
Right now, he’s figuring the angles that 
would push Minute Maid to $40,000,000 
a year. This is probably bad news for 
the competition, which may feel it’s too 
bad Stevens didn't go into the U. S. dip- 
lomatic service, the career he planned at 
Princeton and Columbia Law School 


Mail Order and Direct Mail Clinic... 


Advertisers Get a Summer Boost 


' By Wuirr NortHmMore ScHuLtz 
Mail order advertising can no longer be 
nsidered a stepchild. It has now assumed 
e stature of a full-fledged member of 
e select'advertising family. As a mem- 

Ger it should command respect and not be 

IBughed off as unimportant 

: Millions of dollars were invested in 

®ail order space advertising in 1951. The 

fend so far in 1952, I'm told, is upward 
stailers, for example, tuned to the pub- 

i. shopping habits, are realizing that 

people like to buy by mail, that they pre- 

fe: the comfort, convenience and time 

@ving of armchair shopping 


@ Hence, a greater number of store own- 
ers are beaming their advertising to the 
mail order buyer. And sales promoters are 
subtly but surely educating folks to shop 
by mail. This brand new sales pitch puts 
mail order advertising in the spotlight, 
and because competition will be keener 
in the months and years ahead, it is vital 
for advertisers to offer superior merchan- 
dise‘and service 
Inquiries and sales always cost more 
in the spring and summer months than 
in the fall and winter. Circulation may 
remain the same in the warmer months, 
but sales from mail order ads invariably 
drop from 10% to 20%—certain major 


G. D. Crain Jr. Says... 


mail order advertisers report 

R. E. Brandell, publisher of the new 
magazine, Here’s How, is aware of this 
warm weather sales slump and is there- 
fore doing something about it for his ad- 
vertisers. He is reducing his rates 15% 
across the board in the issues of Here’s 
How circulating in April, May, June and 
July—the worst mail order sales months 


s This, in my opinion, is an excellent 
policy. Such a policy, if instituted in all 
mail order media, would positively affect 
the sales costs of every keyed copy ad- 
vertiser, thereby allowing most mail order 
merchandisers to use maximum _ space 
throughout the year. And consistency in 
mail order advertising is a must for steady 
sales 

Mr. Brandell, who has bought millions 
in space as an agency executive, is sin- 
gearing his publication to the 
needs of the mail order advertiser. If his 
policy decision is successful, it may in- 
tluence other publishers to follow—and 
that would benefit the entire mail order 
field 

(Space buyers, publishers, and others 
interested in finding out more about this 
space rate adjustment can write to R. E 
Brandell, Publisher, Here’s How, 1512 
Jarvis Ave., Chicago 26, II.) 


cerely 


The Consumer Belongs in This Picture 


At a recent discussion held under the 
auspices of a well-known civic and busi- 
ness organization, the question of labor- 
management relations was debated by a 
representative of a leading labor union 
and the industrial relations manager of 
a large manufacturing company. Their 
opinions and ideas were interesting and 
enlightening 

Both speakers agreed that to give mem- 


bers of labor unions a constantly higher 
standard of living, in line with their de- 
mands from the time of Samuel Gompers 
to the present, greater productivity is 
necessary, in order to make a bigger pie 
from which the shares of workers and 
owners of business can be cut. The only 
real argument between these two repre- 
sentatives of business and labor was how 
big their relative shares should be 
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The Creative Man’s Corner... 
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oer errors 


for the conscientious reader 


is “the Magic Cycle 


in italics 


assume by this time, like Magic Cycle 


sions of the Venus de Milo 
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New, Different-and Magic 


When these two refrigerator ads first came into being on the typewriters 
of two creative people, the statements made in them undoubtedly seemed en- 
tirely accurate and fully justified. After all, in a highly competitive business, 
the cards are played close to the vest and it’s next to impossible to guess just 
which cards your opponent holds—or will play. But when both ads appear 
in the same issue of a magazine, the result must prove just a little confusing 


Kelvinator announces “a new kind of automatic defrosting refrigerator.” 
Frigidaire states that it is “entirely new, completely different.’ 
Frigidaire is “Cycla-matic.” Kelvinator “defrosts itself 
without the use of electric heating elements.” Frigidaire “has no defrosting 
heating devicés.” And just to help matters, both machines lack these elements 


“Frost never gets a chance to build up in the ‘Magic Cycle’ Kelvinator. It 
vanishes quickly and completely every night.” In the Frigidaire, “as soon as 
the filmiest veil of frost appears, it’s banished 


All this is “a great new basic advancement by Kelvinator” that is “revo- 
lutionary” and “infinitely better.” At the same time, it is “the simplest de- 
frosting system known—and only Frigidaire has it.” 

One thing only Frigidaire does have 
vinator, one has to resort to the old-fashioned method of reaching in, which, 
at least, has the great benefit of exercising the arms, preventing them from 
atrophying (although they may turn blue with new Levelcold), and keeping 
generations yet unborn from coming into the world looking like minor ver- 
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Kelvinator 


like magic.” Or, one can only 


all the shelves roll out. In the Kel- 


The one important element in the equa- 
tion which was never mentioned in this 
discussion, and the one which is most im- 
portant to both groups, is sharing in- 
creased productivity with the consumer. 
If industry becomes more efficient in its 
operations, it is right and proper that 
both owners and workers should receive 
more, but it would be extremely short- 
sighted, from the standpoint of the in- 
terests of both groups, not to recognize 
the vital role which is played in business 
expansion by continually giving con- 
sumers more for their money. 


® Increased 
not only 


productivity should mean 
higher wages for workers, 
greater compensation for management, 
and more dividends for stockholders, but 
also better and cheaper products for the 
public. In that way broader markets can 
be built, greater demand sustained, and 
the results of increased productivity made 
effective in terms of larger sales, greater 
employment, higher wages and increased 
profits, 

Many of the leading economists of the 
country believe that the depression of 
the "30s was the result not only of exces- 
sive expansion of credit and unbridled 
speculation, but also the failure of busi- 
ness to insist on sharing the benefits of 
increased productivity and greater effi- 
ciency in manufacturing and distribution 
with the consumer. Higher wages of 
course help to maintain the balance be- 
tween production and sales, and hence 
from the marketing point of view should 


oer er rere eee error 


be increased as far and as rapidly as 
the economic situation will permit. But 
members of labor unions are only one 
small group among consumers as a whole 


® Business in practice recognizes the key 
role which the consumer plays, and 
the record shows that buying power in 
the hands of consumers, including not 
only organized workers but other large 
segments of the consuming public, has 
increased steadily during the past 40 
years. That is why, in spite of the price 
inflation which has been in evidence dur- 
ing the past 12 years or more, consumers 
continue to have the ability to absorb in- 
creased supplies of goods and services 

Since this is so, it seems unfortunate 
that representatives of business discuss- 
ing wage policies with labor unions should 
not constantly keep before all concerned 
the basic role of the consumer in a healthy 
and expanding economy. It should be just 
as important to labor to be assured of 
jobs as it is to have a higher wage rate, 
and the only group who can assure em- 
ployment and payrolls is made up of the 
buyers and users of the products of in- 
dustry. 

To permit it to be suggested by implica- 
tion, through failure constantly to preach 
the gospel of better and cheaper goods 
for consumers, that only management 
and labor are concerned with increased 
efficiency and lower production costs, is 
to overlook what should be the primary 
consideration in all discussions of wages 
and prices 
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It is principally because business, stim- 
ulated by competition, has constantly 
recognized the necessity of putting in- 
creased buying power in the hands of 
consumers by giving bigger values in 
terms of better products or lower prices 
that expansion has continued. Inflation 
obscures the progress made in this field, 
but comparisons of consumer incomes 
and spending power with rising prices 
are still favorable to the buying public. 


Tips for the Production Man... 


Prosperity depends on keeping them that 
way. 

Labor wants more, and management 
wants it to have more. But labor is only 
one group among all of the consumers of 
the country. The latter should be repre- 
sented, through acceptance and recogni- 
tion by both management and labor, in 
all discussions which have to do with 
changing the delicate balance between 
prices and consumer buying power. 


Standard Proofing Specifications 
For Magazine Letterpress Wet Printing 


By KENNETH B. BUTLER 

Among recommended standard specifi- 
cations for advertising reproduction ma- 
terial for magazine letterpress wet print- 
ing, I have noted with interest the recom- 
mended procedure for proofing, as out- 
lined by the joint committee of the Four 
A’s and the National Assn. of Magazine 
Publishers 

The report points out that improper 
proofing is one of the most serious and 
common problems with engravings. It is 
urged that proofing paper specified and 
dated by the publisher be used, and that 
paper older than six months should not be 
used. 

No make-ready under packing or plates 
should be used in proofing, as this pre- 
vents matching progressives in edition 
runs, although make-ready to compensate 
for inequalities in the copper is permitted. 
Engravings should be proofed to full val- 
ue and extent of screen. Hard packing 
should be used 


8 Normal quantity of ink and impression 
is recommended, sufficient to print the 
entire engraving clean and sharp. Proofs 
should not be over-inked or under-inked, 
and quantity of ink across the page should 
be uniform so that the plate may be 
printed from head to foot or from side to 
side. Inks should not be modified by ad- 
dition of varnishes, greases, or reducers. 

Proof press inking rollers should be 
in good condition and travel in the same 
direction on plate as on magazine print- 


ing presses, as specified by individual 
publications. 

Feur-color engravings must be proofed 
“wet” with no drying intervals between 
any of the colors. Total time for proofing 
all four colors should be 2% to 11 seconds. 
In four-color (two and two) the first two 
colors should be proofed together in 5% 
seconds. Drying interval of at least 8 
hours and preferably 24 hours should 
elapse, then the last two colors proofed 
in 5% seconds. Black and one-color and 
two-color wet engravings should be 
proofed wet in 5% seconds. 


@ New progressives should be made if 
major alterations are made in engrav- 
ings. If time does not permit reproofing 
in case of minor changes, note on all the 
single color proofs and the four-color 
proof what changes have been made. 

Accuracy of register is necessary, a re- 
quirement emphasized by the use of new 
high-speed equipment. Engravings not 
in accurate register result in poor quality 
throughout an edition run. 

All sets of progressives sent to publi- 
cations to be followed for printing should 
match in the color values, and variations 
between proofs should be eliminated. 

While these recommendations are high- 
ly technical and principally concern the 
engraver, it is the responsibility of the 
production man to supply the necessary 
information for each publication to the 
engraver, and to check performance of the 
engraver’s proofing department 


The Eye and Ear Department... 


Cops Could Learn from TV 


That 19,000 cops sought frantically and 
without much success for one lone and 
presumably mad killer in Brooklyn comes 
as no great surprise to any steady TV 
viewer. The law is always stumped—and 
that goes for D. A.s, too. If you want to 
get anywhere, calling in a private eye is 
your only hope. 

Now suppose Mike Barnett or Martin 
Kane or anyone of a dozen or so P. E.s was 
called in on the Schuster case. What would 
he do first? He would put his hat on the 
back of his head, light a cigaret and look 
intently thoughtful as he took a drag on 
it. Then he would suddenly whee! around 
with light, like dawn, emanating from his 


face. “Of course!,” he would exclaim. 
“Why didn’t I think of it before? Now 
look—” 


There would be a fade here to a black 
screen. Next scene—a newsboy on a cor- 
ner. “Victim’s Sister Identifies Killer,” He 
would be screaming. “Getcha paper! Read 
all about it!” A number of hands would 
reach out for the newsboy’s papers, in- 


cluding one sinister mitt. The camera 
would follow the paper selected by this 
hand, get a close-up of the headline and 
the girl’s picture as it was opened and 
then dolly back to take in a sinister face 
with a scowl on it. This-face would also 
turn intently thoughtful, but as the hand 
reached inside the coat to feel the shoul- 
der holster, you’d know the plan hatching 
in the diseased mind behind the wicked 
eyes. 

Next scene: the living room of a hum- 
ble house. Present: a distraught mother 
and father, the victim's beautiful sister 
and Mike Barnett or Martin Kane or any 
private eye that comes to mind. “But, Mr 
Barnett,” the mother would say. “Suppose 
your plan fails?” Barnett would smile, 
wryly but reassuringly. “Don’t worry,” 
he would say. “I know my killers. This 
one will be like all the rest. All we have 
to do is wait.” 

Dissolve to the D. A.’s office. Cop enters. 
“Mr. District Attorney,” he would say, 
“the force is on the job—just like you 


told them to be. I just got 18,999 calis 
that Mike Barnett is in Brooklyn.” 

“Only 18,999?” the D. A. would inquire, 
Slightly exasperated. “What happened to 
the other one?” 

“That was me,” the cop would say, 
providing comedy relief. “Somebody had 
to be here to take the calls.” 

“Find out just where Barnett is,” the 
D.A. would snap, “and surround the 
house. He may have found what we've 
been looking for.” 

Dissolve to dark street and a shadowy 
figure slinking toward a house, He ap- 
proaches a window, peers inside, sees 
Mike, the mother and father and the beau- 
tiful sister. Slowly he raises a pistol. Mike 
grabs the mother, the father and the 


Employe Communications... 


sister and throws them to the floor just 
as the gun goes off, shattering the window 
pane. Then there's the sound of running 
feet, of two cops shouting, “There he 
goes!” Quite a bit of this, with gunfire. 
Finally, a long shot of a figure on a roof- 
top. A shot rings out and the figure falls 

Dissolve to a fallen figure with a blank- 
et over it. Barnett runs up with the girl 
The D.A. appears. “Barnett,” says the 
D.A., “how did you lure him here?” 

“Simple,” says Barnett. “The report | 
gave the papers wasn't true. But I fig- 
ured he’d believe it was, and try to silence 
the girl just like he silenced her brother.” 

What’s the matter with these cops in 
real life? Don’t they look at TV? They 
must do something with their time 


Give Employes a Freedom of Choice 


By Ropert NEWCOMB AND MArRG SAMMONS 


For some time the national education 
program of small but articulate Harding 
College at Searcy, Ark., has been watched 
with interest and enthusiasm by many in 
the field of communication. The custo- 
dians of this department have always ap- 
proved the motives and the material of 
this college group, but have deplored the 
tendency of some managements to use 
the college’s thinking as a complete sub- 
stitute for their own. It’s all well and good 
to use general free enterprise material as 
a base, we contend, but it’s got to be car- 
ried further and localized by the indivi- 
dual employer. 

The coming election was made to order, 
however, for Harding College’s visual aid 
techniques. The flannel-board or “slap 
board” lends itself ideally to a discussion 
of what’s on the agenda for November 
As a result, a program called “The Power 
of Your Vote” has been developed at 
Searcy, and it may well prove the answer 
for those managements who would like 
to educate employes regarding the issues, 
but don’t want to venture their necks in 
the process. 

“The Power of Your Vote” is a good 
simplification of the voting procedures 
and a forthright presentation of the issues 
The material is described as non-partisan, 
which it’s got to be for the sake of the 
record, but any of this let’s-get-out-the- 
vote material is about as non-partisan as 
your Uncle Benny from Bangor. That, 
however, is nothing against it. 


@ One of the companies that has taken 
hold of this Harding program with vigor 
and intelligence is Swift. The meat packer 
arranged for a Searcy program with some 
sensible localization to Swift specifica- 
tions. Under the direction of H. Leslie 
Swift (no kin), the company’s training 
director in industrial relations, the pres- 
entation is being made in all Swift loca- 
tions to all company employes. The kit 
and flannel board cost about $50, and the 


et ard 
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ACTION—H. L. Swift, training director of 
Swift & Co., makes a presentation whieh 
will be heard by company employes at 
plants throughout the country. 5 
: 
company purchased 75 of them in orderito 
bring home to employes the need for v@t-~ 
ing. Lectures are given on company time 
and take about a half hour. ; 
The early reaction of Swift employes 
who heard the lecture was a good one 
and a promising one; it started them 
thinking. It did more: it stirred up dis- 
cussion on the state of the nation and the 
individual’s responsibility in regard to it 
That is about all any reformer would ask 
for, and that is quite a lot. 


s If the Swift adaptation of the Harding 
College program can make 70,000-odd 
Swift employes vote-conscious, and they 
in turn can make others vote-conscious, 
a sort of chain reaction has begun. If the 
company with 70,000 employes can do Jit 
on a large scale, the employer with 70 
employes can do it on a small scale. The 
employer with seven can do it at lunch 


well-dressed, 


The Partum Ad 


BEFORE...the model’s hair is messed, 
Her face is mottled, eyes are dull; 
But AFTER. . .she’s all smiles, 


Complexion clear, eyes lusterful 
Such ambrosial essence 

Has what it takes... 

What a whale of a difference 


A few scents makes! 


Pau R. Barnes, Meldrum & Fewsmith Inc., Cleveland 
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DMAA Named as 
an AFA Affiliate 


New York, March 28 
rect Mail Advertising Assn 
come the 13th national 
affiliate with the 


Di- 
has be- 
group to 
Advertising 
Federation of America. 


The 


announced 
AFA board 
of Farm 


The affiliation was 
by Graham Patterson 
chairman and publisher 
Journal 

Lester Suhler, v.p. of DMAA, and 
subscription manager of Cowles 
Magazines, Des Moines, will join 
the 12 other national group repre- 


sentatives and the 23 other elected 
officers and directors in directing 
AFA activities and polici¢ 


® One of the first results of the 
new association will be the direct 
mail session June 11 at the AFA’s 
annual convention here 
Federation membership 
now list 102 advertising clubs, over 
1,125 sustaining member firms and 
the following national advertising 
organizations 
Advertising Specialty 


rolls 


National Assn 


Alpha Delta Sigma, American Assn of 
Advertising Agencies, Associated Busi- 
ness Publications, Bureau of Advertising 


ANPA, Direct Mail Advertising Assn., 
Gamma Alpha Chi, Magazine Advertising 
Bureau, National Assn. of Transportation 
Advertising, Outdoor Advertising Assn 
of America, Point of Purchase Advertis- 
ing Institute, Premium Advertising Assn. 
of America and Public Utilities Adver- 


tising Assn 

This is the second affiliate an- 
nounced in the last three months. 
The Bureau of Advertising, ANPA, 
joined in December 


WQXR Appoints Kovach 

James E. Kovach has resigned 
as manager of TV production op- 
erations of National Broadcasting 
Co. to become station manager of 
WQXR and WQXR-FM. New York. 
He will assume his duties with 
the stations on April 15 after a 
brief vacation 


Three-Way Merger Discussed 


A three-way merger of Atlas 
Corp., Consolidated Vultee Air- 
craft Corp. and Kaiser-Frazer 


Corp. is under discussion. Explor- 
atory talks are under way. Vultee 
produces airplanes and Atlas is its 
holding company. 


YOU MIGHT SCORE A 2636 
OUT OF A POSSIBLE 2700°— 


: 


ih 


_ 


ew wa ta 


YOU NEED THE FETZER 


STATIONS TO SCORE A HIT 
IN WESTERN MICHIGAN! 


AM or TY, 


here's proof that the Fetzer stations are Western 


Michigan's best advertising buys. 
RADIO 


WKZO, Kalamazoo, and WIJEF, 


Grand Rapids, 


most listened-to station in its home city, and BMB figures prove the same 


kind of audience in surrounding rural areas. 
cated BMB Audience is up 16.7% over 1946 in the daytime—up 52.9% | 
20% less than the next- | 


at night! 


Vet this strong CBS combination costs 


WKZO-WJEF’s undupli- 


best two-station choice in Kalamazoo and Grand Rapids! 


TELEVISION 


WAZO-TYV, 
Kalamazoo-Grand Rapids. 


Channel 3, is the 


Official Basie CBS Television Outlet for 
It also provides Battle Creek with intensive 


prithary service—effectively reaches a total market with a Net Effective 


Buying Income of more than two billion dollars! 


part of the story: A recent 
Jay & Graham Rese 
that WKZO-TV delivers 54.7% 
Indiana homes than Station “B”! 


2 t-county 


more 


And here’s the best 
Videodex Diary Study made by 


rch Corporation, using the BMB technique, shows 


Western Michigan and Northern 


Write direct or ask vour Avery-Knodel man for all the facts. 


; *Huelet Benner holds this National Rifle 


ALL THREE OWNED AND OPERATED BY 


Association Record. 


(CBS RADIO) 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


\@ The plaintiffs 
deliver Western Mich. | 


igan’s largest audience, at surprisingly low cost. Each is consistently the | 


Pennies fos Pestersion fromm Ductal’! 


STORE NAME 


NEW CAMPAIGN—This co-op ad will be 

used by Exterminator Corp. of America’s 

distributors and dealers in a heavy trade 

publication and newspaper compaign to 

promote its new household Mortron vapor 
izer (AA, March 24). 


Rockwell, National 
Cash Register Are 
Sued for $75,000,000 


New York, March 25—An ac- 
tion charging monopoly and seek- 
ing treble damages of $75,000,000 
was filed here in U. S. district 
court last week against National 
Cash Register Co., Rockwell Mfg. 
Co., Ohmer Corp. and four in- 
dividuals. The suit is by seven 
citizens of Belgium and Universal 
Cash Register Corp. 

The complaint, filed by Amen, 
Gans, Weisman & Butler, charges 
that in August, 1947, Robert and 
Marcel Demeulenaere, two of the 
plaintiffs, invented calculating and 
registering machines on which 
they obtained Belgian and U. S 
patents and granted licenses to 
Universal Cash Register Corp 


® It is charged that in August, '47, 
a series of agreements was entered 
into with Rockwell under which 
the latter was to manufacture and 
sell cash registers under the De- 
meulenaere patents and pay roy- 
alties of 5% to 20%. 

Instead of going ahead with pro- 
duction and sale of the registered 
patents, it is alleged, the Rockwell 
company entered into an arrange- 
ment with National Cash Register 
Co., under which, it is contended, 
National paid Rockwell $18,000,- 
000 for the patent rights 

It is claimed that the conspiracy 
charged violates the terms of a 
decree entered in federal court for 
the southern district of Ohio in 
1916 in a suit instituted by the 
government, enjoining National 
Cash Register Co. and other un- 
named defendants from engaging 
in monopolistic practices 


include Jeanne, 


Irma, Irene, Paul and Alfred De- 


i 


Earnings of Advertisers 


Sales 


Abbott Laboratories .. 
Air-Way Electric Appliance 


Advertising Age, March 31, 1952 
Share of 
Earnings ores 


1951 1950 951 1950 951 1950 
$ 84,571,515 $ 73,777,302 $ 10,360,530 § 10,880,301 32% $ 2.91 


MD sexsvenses 5.145.977 14,922,847 1,050,333 1.143.077 286 3.11 
Allen Industries Inc. 662,811 33,973,817 1,007,326 1,488, 180 2.66 
American Brake Shoe Co. 148,284,919 107,607,538 6,468, 5.939.289 5.19 *4.70 
American Optical Co. 864.829 57,747,789 2.592,987 2,433,567 3.98 3.77 
— Hocking Glass 

Cor 91,746,115 83,671,060 4,341,268 5,785,352 285 3.85 
Atlantic Refining Co. 560,983,766 477,982,169 45,067, 40,841,508 12.20**10.90 
Beech-Nut Packing Co. 74,198,373 893, 3,919,929 4,854,836 256 3.17 
Borden Co. ..... 732,056.671 631,114.120 18,080,371 20,147,073 4.20 4.69 
Canadian Celanese Ltd. 12,774,928 14,377,743 4,832,485 6,665,071 3.25 4.72 
Celanese Corp. of 

America 202,651,014 232,483,942 24,800,263 40,361,166 3.56 6.38 
Commonwealth Edison 

0. ied had 281,240,868 271,423,945 126,.754.689 29,129,284 1.93 2.12 
Continental Can Co. . 460,595,487 397,863,767 15,210,720 14,873,172 461 4.53 
Cream of Wheat Corp 9,822,660 9,400,019 150,862 1,366,798 192 tt2.28 
Decca Records Inc 19,767.536 21,786,711 $35,456 1.004.177 108 129 
Deere & Co 106,146,480 55,061,680 7,610,611 3,103,588 2.35 0.85 
Dictaphone Corp. _ 1,297,535 1.175.135 9.25 8.39 
Falstaff Brewing Corp. 39,382,130 37,576,148 2,457,119 3,232,522 1.31 1.74 
Ferro Corp. ‘ 39,263,011 33,445,186 2,073,837 2,266,270 3.76 4.11 
Marshall Field & Co 225,589,239 222,899,346 4,974,966 7,571,745 2.23 3.57 
General Motors Corp 7,533,677,703 7,590,587,849 506,199,560 834,044039 —— —— 
Hamilton Watch Co. 17,343,190 19,044,844 972,479 1,475,731 2.15 3.45 
G. Heileman Brewing Co 11,589,199 12,696,559 990,027 1,630,683 220 3.62 
Kalamazoo Stove & 

Furnace Corp. 9,679,228 12,064,922 §241,511 151985 —— 0.51 
Lerner Stores Corp. 896,539 125,779,937 2,743,082 3,092,648 218 2.47 
Maytag Co 82,700,074 83,819,880 6,080,191 10,400,971 3.28 591 
Melville Shoe Corp. 92.740.6' 77,080,780 4,669,369 5.188.836 2.00 2.22 
National Container Corp 70,823,000 46,646,167 8.617,000 6.658.496 3.09 2.41 
National Dairy Products 

Corp. 1,038, a +4 906,641, 25,999,355 32,664.756 4.07 5.14 
Nesco Inc. 29,031 19,026,561 §§1.119,083 591,306 §§1.82 1.29 
Norwich Pharmacal Co s 178. 356 13,565,578 1,155,032 1,360,957 131 1.62 
Peoples Drug Stores Inc 50.664.626 47.240, 1,478,073 1,653,659 3.44 3.85 
Philco Corp 305.328.670 335,318,054 12,168,046 15,483,616 3.35 4.29 
Pitney-Bowes Co. 26.120.559 21,695,658 2, 1,956,251 1.30 177 
Pittsburgh Plate Glass 202,528 337,186,034 31,075,981 41,928,749 344 4.64 
Pittsburgh Steel Co. 150.462.914 119,185,237 7,331,599 6.350.410 599 6.13 
Rayonier Inc. ..... 83,773,604 387,016 11,024,383 12,346,700 9.83 {1116 
Reliance Mfg. Co. 45,527,051 41,313,158 732,358 746,477 131 1.34 
Rohm & Haas Co. 06.896.000 83,273,000 6,475,000 7,419,000 —— —— 
Savage Arms Corp 32,353,598 3,569,901 2,495,156 3,102,250 3.55 4.62 
Seiberting Rubber Co. 43,681,425 38,321,118 1,261,574 1,815, 3.30 5.26 
Sharpe & Dohme 45,681,168 > 117,013 4,556,854 5.275.858 3.65 4.27 
Shellmar Products Corp 43,067.017 34,039,990 2.067.395 2 , 4.37 5.72 
Spieye! Inc. ‘ 308.238 143,516,544 2.287, 3,302,482 1.18 1.81 
Studebaker Corp. 503,308.866 477.066.365 12,623,130 22.506.829 535 9.55 
Sylvania Electric 

Products Ine. 207,806.387 162.514.8114 8,253,973 8.221.185 418 537 
United Air Lines 127.797,794 109.270.855 8.563.097 6.429.723 358 2.90 
United States Steel 
. orp . 3,524,121.336 2,956,406.146 184,359,787 215,464.142 3.00 3.55 

nited tates 

Tobacco Co. 28.777.287  23,847.473 2.935.454 2.897.408 152 1.49 
Verney Corp. ..... 22,603.629  26,490.308 174,505 1,018,047 0.12 144 
Weyenberg Shoe Mfg. Co 16,654,960 16,560,231 100,097 975,971 3.01 4.20 


*Adjusted to give effect to 10% stock dividend 


7 
paid in January, 1951. 


**Adjusted to reflect payment of 20% stock dividend in January, 1951. 


tThe adoption of bi-monthly billing in August 


of gross revenues and thereby reduced net income by approximately $2.71 


of common stock. 
ttBased on net income after adjustment. 


1951. resulted in delaying approximately $5,800,000 


00.000, or 20¢ a share 


§Loss. 
§$Based on net profit including nonrecurring profit. Share net would be $2.33 if figured after non- 


recurring profit. 


tGives effect to $1,543,317 excess profits tax refund equal to $1.55 a common share. 


meulenaere 

Individual defendants 
are William F. Rockwell, board 
chairman of Rockwell Mfg. Co.; 
William F. Rockwell Jr., president 
of the company; John O. Ekblom, 
described as negotiator of financial 
arrangements between the defend- 
ant companies, and William A. 
Strauch, described as a_ patent 
attorney 

Ohmer Corp. is described as a 
wholly owned subsidiary of Rock- 
well whose corporate name was 
changed in 1951 to Rockwell Corp. 
and which is at present operating 
under the name of Rockwell Reg- 
istering Corp 


@ National Cash Register Co. re- 
leased the following statement: 
“Officials of the National Cash 
Register Co. said that until they 
had an opportunity to study the 
complaint, they were not in a 
position to make any extended 
comment about the suit filed 


named | 


| against the company in New York 
yesterday. However, they said that 
NCR had never had any conver- 
sation, correspondence, or other 
contact with Rockwell Mfg. Co. 
regarding the patents in question, 
and that NCR had never entered 
into any agreement of any kind 
with Rockwell in this connection.” 


Krinkles Buys ‘Tarzan’ 


General Foods Corp., New York 
has replaced the “Hopalong Cas- 
sidy” radio series with a new 
weekly drama, “Tarzan,” heard 
Saturdays at 8:30 p.m., EST, over 
CBS. Time for Krinkles is bought 
through Foote, Cone & Belding. 
Young & Rubicam handled the 
“Hopalong” show. 


CBS Promotes Edward Larkin 


Edward Larkin, with Columbia 
Broadcasting System radio sales 
in New York for four years, has 
been promoted to manager of the 
Los Angeles office of CBS radio 
and TV spot sales. 


... DEFINITELY A 700a7o% MARKET! 


PEORIA JOURNAL STAR 
Daily Coverage Ratio-to-Homes . . 


962 


‘BEST TEST MARKET 
in The Midwest,” 
«..« Say Agency and 

Advertising Executives 

in Sales Mgm't. Surveys. 


PEORIA * 


cellent results” . . 


Pulling Power TESTED-WITH-COUPONS 


Every Week for 13 Years... 


Peoria Retailers have used from 32 to 84 coupon ads (5'2” each) 
in the Journal Star every week for 13 years. They say—“Ex- 
. “Sold out”... “They swamped us”. 
coupon pages are still growing, which is a splendid testimonial 
to the pulling power of these newspapers. 


The 


*Copr. 195i, Sales Management Survey of Buying Power 


JOURNAL STAR | 


Daily Circulation Exceeds 100,000 
Nat'l. conti WARD. Seinaisiteics we inc, 
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Now in Preparation... 
THE NEW 1953 


Market Data & 
Directory Number 


Industrial 
Marketing A 


‘i 


&® 


\a 
hy ) OD oY 
i 


is 


The Place Where Business Paper Advertisers 


Find New Market and Media Opportunities 


“, .. for years we have used the 
MD&DN and it is invaluable in 
planning campaigns. . .” 
—Symonds, MacKenzie & Co. 


"... of value in selecting journals 
over and above our regular sched- 
er 


—Celanese Corp. 


", . . it encourages us to start 
thinking ahead. . .” 
—Proctor & Schwartz Inc. 


". .. we find it quite helpful in 
our marketing and advertising 
planning. . .” 

—Parker Appliance Co. 


“,.. it is referred to frequently 

for information on present and 

potential advertising media. . .” 
—Inland Steel Products Co. 


"... we have found it a very use- 
ful publication. . .” 
—wN. W. Ayer & Son, Inc. 


“... we use it exploring new mar- 
kets for clients. . .” 
—Critchfield @ Co. 


*. .. everyone at the agency uses 

es 

—Klau Van Pietersom Dunlap 
Assocs., Inc. 


Ever since 1921 the Market Data & 
Directory Number of Industrial Mar- 
keting has been the main reliance of 
thousands of industrial advertisers 
and their agencies in locating new 
marketing opportunities and the best 
media for developing them. 

It is the main reliance of many of 
your customers and prospects because 
it is the only reference of its kind in 
print—the only source in which in- 
dustrial advertising and marketing 
executives can find detailed market 
data on the 84 major classifications 
of industries and trades, together with 
condensed circulation, rate and me- 
chanical information on the publica- 
tions classified according to market 
served ... over 2,200 in all 


Creates Space-Selling 
Opportunities 


The information contained in each 
section summarizes the broad poten- 
tial of the market under discussion, 
and gives useful guidance on such 
matters as internal conditions in the 
industry, usual methods of selling, 
types and amounts of materials, 
equipment and supplies purchased, 
and trade practices peculiar to the 
field. Consequently, it stimulates ad- 
vertiser activity into new or enlarged 
areas of market opportunities, and 
creates new space-selling potentials 
upon which promotion-minded busi- 
ness paper publishers can capitalize. 


Reaches Right People 
At Right Time 


Due to unique side-by-side presenta- 
tion of market and media data, your 
sales message in the Market Data & 
Directory Number reaches exactly 
the people who are interested in your 
services—advertising and sales man- 
agers of manufacturers, and indus- 
trial account and media executives 
in advertising agencies. And it reaches 
them at the right time—precisely 
when they are looking for places to 
expand their sales and advertising 
activities—not afterward, when the 
basic decisions have been made. 


A Permanent File 


Because it slides into a desk drawer, 
slips into a brief-case, yet contains a 
full file cabinet of useful information, 
the Market Data & Directory Number 
is kept and used throughout the year 
as a permanent media file. It is thus 
the ideal basic place for you to file 
your “tell-all” promotion—your fac- 
tual data about your publication, 
your services, the values which you 


offer. Filed here, your data will be 
seen every time your market is 
studied and considered. 


Low-Cost—Top Coverage 


For the cost of a postcard mailing, a 
page in the Market Data & Directory 
Number delivers your complete me- 
dia story to 9,000 people concerned 
with industrial markets and the busi- 
ness papers serving them, every time 
any one of these people takes your 
market under consideration. Thus 
your advertisement serves not only 
as a reminder and re-selling message 
to your regular customers and pros- 
pects, but does the important job of 
selling the values of your publication 
to new prospects who are looking into 
your market for the first time. 


Creating space-selling opportunities 
is the business of the MD&DN. Capi- 
talizing on these opportunities is your 
business. So, for more business, this 
year and throughout 1953, decide now 
to be represented. Reserve your space 
at once, and let us have copy well 
before the May 10 deadline. 


Market Data & Directory Number 


INDUSTRIAL MARKETING 


200 E. Illinois St. 
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Suggests ‘Happy Balance’ of 
Recognition. Money as Goal 


To the Editor: The letter from 
Reese Wade appearing in your 
feature section of the March 10 
issue in response to Mr. Woolf's 
column, “You're Not in Business 
Just to Make Money,” is most in- 
teresting 

It is entirely possible that Mr. 
Wade's delineation of the need for 
recognition is out of proportion, no 
more nor less than is the com- 
pulsive need for simply making 
money, in which ease neither is 
desirable human conduct 

Recognition is unquestionably a 
necessary factor in human rela- 
tions, but only so in proportion to 
the specific situation. In the case 
of the man who would work for 
nothing, he would be denying him- 
self just and proper compensation 
and in securing merely recognition 
for his services would serve as an 
example of disproportionate val- 
ues 

I suppose there is a great deal 
to be said for the “Moderation in 
All Things” school. 

Further, Mr. Wade's 


letter es- 


*, pecially opens an area for discus- 
: 


Mion quite pertinent to us folks 
* the advertising industry. It is to 
be presumed with reasonable ac- 
@uracy that advertising has a large 
Share in shaping mass thinking by 
Playing upon the basic needs and 
@rives of human beings. It seeks 
@ut, consciously or otherwise, the 
Yast number of those whose basic 
Yalues are disproportionate to 

eir needs. It would seem de- 

rable, therefore, to have in our 

ofession a more widespread un- 


| derstanding of our functions and 
| their effect upon those at whom 
the advertising is directed. In this 
way we could possibly strive to- 
ward a happy balance and more 
desirable wholeness. 
EDWARD BRAND, 
Brand & Brand, New York 


‘Out of Step’ on Money 
Angle, Reader Tells Wade 

To the Editor: “‘You’re Not in 
the Business Just to Make Money,’ 
Reader Tells Woolf” (AA, March 
10). 

If the above is so, what is the 
meaning of business? We have 
schools for education. In many 
instances they are supported by 
men who make money from their 
business, We have publicity agents 
to gain social approval and per- 
sonal recognition. If you have 
MONEY, they will obtain for you 
prominence and reputation 

It seems to this writer every 
person should decide early in life 
what he wants! If he wishes MON- 
EY, there are professions and 
trades where it can be earned. If 
he desires political success, know- 
ledge of business or economics are 
not required. People attain high 
positions as scientists, artists, labor 
organizers, doctors and experts in 
many lines, which required MON- 
EY for the education to give suc- 
cess in the different fields. This is 
supplied by some one who has 
MONEY. 

The surgeon who said his pro- 
fession was too crowded with men 
who wanted to make MONEY, in- 
stead of worrying over how much 
he could help patients, is a little 
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mixed in his metaphors. Why can’t 
the surgeon do both? At the same 
time, let him get paid for his serv- 
ices. A chap went into a delicates- 
sen and bought a pie. He was 
asked if he wished to eat it there 
or take it with him. Said he would 
do both, if there were no objec- 
tions. 

Recall a professor in college 
asking his class in economics what 
a steel mill is supposed to make? 
The students replied steel girders, 
rails, plate, pipe and bars. This 
the teacher said was all wrong! 
The first and only thing a steel 
plant was intended to make was 
MONEY. If the organizers of the 
company could not show definitely 
the likelihood of earning profits, 
money would not be forthcoming 
to finance same. If the steel plant 
after successful years failed to 
make money, then the property 
would be closed down and some 
other business substituted to oc- 
cupy the buildings that could make 
money. 

Would like to mention MONEY 
is not properly termed filthy lucre. 
Money represents labor of some 
sort. The receipt for the work is 
paper or coins that can be used in 
trade. Just as people put their 
money in banks, the same value 
can be invested in business or some 
profession that returns the origi-!| 
nal and a profit. Some place money 
earned from their labors in ad- 
vertising. Others devote their pro- 
fits for a charitable purpose. Some 
invest their earnings in education. 
But if they do any of these things, 
remember—money is the basis 

An ancient philosopher said: 
“He that hath not money, nor 
knoweth not where to get it, is | 


like the dead walking amongst 
the living!” 
Many talk about security and 


ask subsidies for their businesses 
and guarantees and controls on 
prices. These all concern money. | 
So anyone saying he does not be-! 
lieve in working for money is out 
of step with the times 

CHARLES V. SPARHAWK, 

Sparhawk Marine Laboratory, 

Sparkill, N. Y. 

It might be pointed out that 
Reese Wade said, in his letter to 
James Woolf: “You're not in busi- 
ness ‘just’ to make money.” 


Says Manufacturer Should 
Have Right to Fix Prices 

To the Editor: “Suicide Now 
Legal.” That is headline of a full- 
page ad I ran. It appears on Page 
187 of current “Advertising Special 
Register.” Points out folly of price 
cutting. Bringing in lots of orchids. 
Estimate over 50% response. 

Reaction indicates business men 
know they can’t cut prices and| 
survive. 

Loss leaders and “bargains” 
| don’t, in the long run, pay off. 
|Customers secured with such! 
|“hooks” quit when a competitor 
decides to slash his prices—and 
possibly his own throat too. 

The law of supply and demand 
should govern all prices. Low 
prices eliminate the inefficient. 
(Then they get government jobs 
and tell their erstwhile successful 
competitors how to run things!) 
High prices invite competition, 
tending to bring them down where 
they should be. 

It is unfair to the masses to pro- 
tect inefficient and often unneces- 
sary minorities. Higher living 
standards, about which we yip so 
much, become more difficult to 
attain. 

Fair Trade to most consumers is 
a warning they are paying more 
for an item than they would under 
Free Trade. A manufacturer! 
| should have the right to price fix) 


| Man’s charitable thoughts 


his product. He should be privi- 
leged to sell only to those agreeing 
to maintain price. Naturally he in- 
vites competition at possibly lower 
prices. The wisdom of his price 
fixing is his to determine. 

Should a price-pegged product 
leak out, the buyer should have 
the right to sell it at any price he 
wishes. The manufacturer should 
have the right to plug leaks, such 
as refusing to sell the price cutter’s 
supplier. The masses profit by} 
price cutting. They should not, | 
through their congressmen, permit 
arbitrary price fixing. This results 
in lower living standards by cur- 
tailing the buying power of the 
take-home dollar. 

Success, individually and col- 
lectively, lies in maximum pro- 
duction. Wide distribution en- 
couraged by advertising helps 
lower unit costs. Efforts are forced 
into channels of greatest efficiency. 
Living standards are upped. Re- 
sult: prosperity. 

Freedom made this country 
great. Freedom to make, sell, com- 
pete. Bureaucratic interference 
with those freedoms may have 
been in Lord MacCauley’s mind 
when he prophesied our civiliza- 
tion would be destroyed, “not by 
Huns and vandals from without, 
but by Huns and vandals from 
within, engendered by your own 
institutions.” 

With rare exceptions, the pinks 
and punks running our national 
government are our economic fail- 
ures. It seems foolish to take base 
running instructions from men 
who never could reach first. 

Eric HOWLETT, 
Huntington, N. Y. 
- a e 


Practitioner Tells Why Movie 
Ad Writing Is Tough Job 

To the Editor: Today I am a 
man. A regular advertising practi- 
tioner, paid-up and in good stand- 
ing, has said something nice about 
movie advertising. No longer must 
i refuse to meet my own eyes | 
while shaving; no more do I have} 
to evade my children’s questions | 
of “What business are you in, dad-| 
dy?” After 20 long years, Jenny | 
kissed me where I sat. 

As an addendum to The Creative 
(AA, 
March 3), may I point out a few 
more of our problems which, per- 
haps, he’s never realized? 

A motion picture is not a con- 
tinuing product like Listerine or 
Buick or Armour’s ham. We have 
no logotype to establish, no trade- 
mark to sell. Each picture is the} 
launching of a new product—and | 
we have no more than a week in| 
each locality to do it. This week, | 
“Death of a Salesman,” next week | 
“East Lynne.” How many accounts 
would or could the average agency 
handle on that basis? We handle| 
about 40 a year. 

Then, too, suppose you scheduled 
a newspaper ad for Chesterfield 
and found that a Lucky Strike ad 
appeared on the same page. Would 
you scream? You bet you would. 
Well, motion picture advertising, | 
throughout the country, appears on 
the same page as its competition. ' 
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You say we are over-emphatic, 
lurid; brother, we’ve got about two 
seconds to catch and hold the read- 
er’s eye before it goes on to the 
ad placed by the theater two blocks 
away but, for our purposes, in the 
adjoining column. 

“Sexual implications,” is _ it? 
Clinches, boy-girl stuff, kisses— 
sure. But it’s not our patent. 
There’s a lot of soap and toothpaste 
and cosmetics and everything but 
chopped round steak sold by the 
same device. And the motion pic- 
ture business didn’t invent it, 
either. I seem to remember some 
gossip ’way back in the Garden of 
Eden involving that boy-gir] stuff. 
Until someone comes along with 
a relationship that has more ap- 
peal, this one will have to do. And 
very nicely, thank you. 

I remember, after some five or 
six years of writing movie copy. 
applying for an agency job. When 
I was told, “But, son, you have no 
advertising experience!” I felt as if 
I'd had my epaulets ripped off 
and my sword broken. Since then, 
I've had occasion to hire some 
pretty good agency men who were 
seduced into selling their souls for 
a handful of silver. I’d guess that 
one out of 20 works out. 

I’m attaching proofs of a couple 
of ads from one of our current 


campaigns. I think—and, of course. 
not qualified to think—that 


I'm 


they stack up pretty well with any- 
body’s efforts. They’re a thousand 
per cent better than some of the 
presentations on movies that I’ve 
received from agencies in the Top 
Ten. 

Just one more thing. In 20 years 
of metion picture advertising, I 
can’t remember a single instance 
where I’ve used the word “stu- 
pendous” or “gigantic” or “colos- 
sal.” That is, not unless the picture 
really was stupendous, gigantic and 
colossal. 

Pau N. Lazarus JR., 

Columbia Pictures Corp., New 

York. 

o a * 
Advertising Teachers to Get 
Agency Billings Report 

To the Editor: Several years 
ago, you gave me permission to 
quote your annual table of billings 
of advertising agencies. I sent an 
exact copy of the table to about 
150 teachers of advertising. 

Now that the figures have 
changed decidedly, I’d like to have 
your kind permission to again 
mimeograph and mail to adver- 
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tising teachers the 1951 figures, 
Page 62, of your Feb. 25 issue. 

Of course proper acknowledge- 
ment and explanation would be 
given and readers would be re- 
ferred to your excellent journal. 
May I have your permission to 
pass on to teachers your most re- 
cent data? 

H. W. HEPNER, 

Syracuse University, Syra- 
cuse, N. Y. 


7 

Worth the Price 

To the Editor: Your issue just 
received giving the advertising 
agency billings is worth a year’s 
subscription and more. It is a ter- 
rifie job. 

Cuas. W. COLvLier, 

Executive Vice-President, Ad- 

vertising Assn. of the West, 

San Francisco. 


e + 
Correction: Exchange Figured 
in AA Citrus Story 

To the Editor: After reading the 
very informative article on frozen 
concentrates and fresh citrus, AA, 
March 3, I want to point out that 
the deal referred to by the writer, 


which fell through, was not with | 


Snow Crop and the Florida Citrus 
Commission, but with Snow Crop 
and the Florida Citrus Exchange. 
The commission is primarily an 
advertising and merchandising 
agency to promote all Florida cit- 
rus—fresh, canned and concen- 
trate. 
Ray L. PIeRoson, 

Chicago Representative, Flor- 

ida Citrus Commission, Lake- 

land, Fla. 


* + *. 
Says Zincs, Made Right. 
Are Okay for Press Run 
To the Editor: In your issue of 
Jan. 28, Kenneth B. Butler, in 
“Tips for the Production Man,” 
cited with alarm the growing ten- 


dency of trade papers to refuse 
zine plates of advertisements to be | 
run in their publications. He cited | 
the reasons given by them for their 
non-acceptance as the liability of 
zinc plates to pop off their mount- 
ings, due to loosening of nails or 
the metal being so “brittle” as to 
allow nails to pull through the 
metal under suction of the move- 
ment of the press. He cited this 
situation as a challenge to photo- 
engravers. It is not the alleged 
brittleness of the metal that al- 
lows nails to pull through. It is 
because some open spaces have 
been routed too deep, making spots 
too thin for secure nailing. | 

Photoengravers, if advised the 
originai plate is to be used for a 
direct press run, can easily mount | 
any plate (zinc, copper or magne- | 
sium) so that it will not pull off. 
Very few originals ordered by ad- 
vertising agencies or advertising 
department managers are ever 
used for a press run. Usually they 
are master plates to be duplicated. 
So, a little extra caution when or- 
dering, as indicated above, would 
easily overcome the possibility of 
la pull-off on a press. 

A good photoengraver, with this 
specific instruction before him, | 
would flush-mount the plate, af- 
fixing to the block with a long- 
tested thermoplastic adhesive or 
with double Scotch tape. In most 
cities today, there are many pho- 
toengravers who use one of the 
five or six special thermoplastic 
mounting machines for flush- 
‘mounting plates. 

A quick survey made by me, 
since the publication of the ar- 
ticle by Mr. Butler, yields the fact 
that one photoengraver who has 
used mounting tape on thousands 
of plates over ten years had not 
more than three or four plates 
even start to move—and those in 
the early days of the experiment. 
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Before that, using tacks alone, he 
never had a greater number of 
pull-offs in 20 years. He has re- 
cently purchased a mounting ma- 
chine and all plates to be used for 
direct printing will be flush- 


sive and trimmed to pica measure. 
The printing industry demanded 
this kind of service for years—and 
the photoengravers spent time and 
money in developing devices that 
would give the industry what it 
wanted. Why not now use the 
service available? 

One of the largest and best- 
known trade publication houses in 
this area (printing over 40 books 
a month, each carrying hundreds 
of illustrations) reports that it al- 
most never had a pull-off when 
zinc plates were just tacked. They 
insisted that, if it was a very large 
zinc plate, it be attached with ad- 
hesive as well as tacked on bevel 
and on inside open areas. This 
was double insurance on areas per- 
mitting greatest suction. In recent 
years, most plates are flush- 
mounted with thermoplastic ad- 
hesive, and no pull-offs have been 
experienced. 

There is absolutely no technical 
reason for the prohibition of zinc 
plates, due to the possibility of 
pull-offs during a run of the av- 


erage edition of a trade publica- 
tion, almost all being under 100,- | 
000 and most nearer 40,000 or 50,- | 
000 copies, provided the engraver 
is told the plate is to be used od 
direct printing. 
It is a well-known fact that a} 
reproduction on copper gives a 
more faithful reproduction; but, 
if the budget of the advertiser lim- 
its him to the use of zinc in a) 
trade paper advertisement, ol 
the proper cooperation between 
publisher, advertiser and photoen- | 
graver should get a zinc plate sat- | 
isfactory to all. | 
Let the publisher revise his me-| 
chanical requirements for the ac- | 
ceptance of zinc plates, if he feels 
it necessary, but it is unfair to his | 
advertiser to prohibit their use; for 
photoengravers can deliver to him 
a zinc plate that will print well 
and stay affixed to a mount. 
The photoengraver accepts the 
challenge, Mr. Butler! 
W. Artuur COoLe, 
Managing Director, Photoen- 
gravers Board of Trade of 
New York Inc., New York. 


Engraver Recommends Nails 
—and Glue—for Zincs 

To the Editor: Kenneth Butler 
(Tips for the Production Man) hit 
the blocking nail squarely on the 
head when he suggests nailing and 
gluing zinc etchings to blocks. 

We've been doing just that for 
several years on zinc engravings. 
The plates don’t pop off or become 
loosened even for the folding box 
people, who bang hell out of them. 

Tom RYAN, 
Apex Engraving Co., St. Louis. 


An Editor Supplies Answer 
to Zinc Plate Problem 

To the Editor: The answer to 
Mr. Butler’s item, “Taboo on Zinc 
Plates Is Spreading,” in your is- 
sue of Jan. 28, Page 58, is quite 
simple. We use zinc plates, many 
of them in both Thomas’ Register 
and Industrial Equipment News. 
There is just a little matter of pur- 
chasing wood blocks faced with 
plastic resin, heat-sensitive adhe- 
sive and the required heating and 
pressure equipment to hold zinc 
and block together while the ad- 
hesive “works” and then sets. 

We use plastic-faced block lum- 


/ber from Ballance Mfg. Co., 728 


E. 136th St., Bronx 54, N. Y. The 
heating equipment is by Caine 
Graphic Arts Supply Co., 22 Cotter 


| Ave., Akron, O. 


Zines that are shoulder nailed 
are unsafe to use because the zinc 
is brittle and breaks at the shoul- 


der. Zincs that are secured pro- 
perly to the block with the adhe- 
sive I refer to are there for keeps 
They can crack and still print 
without danger of coming loose. I 
believe many engravers have the 
materials and equipment now. I 
am surprised that Mr. Butler does 
not know about the process. Or 
perhaps he was “burned” with the 
double-faced adhesive tape which, 
in my opinion, should be banned 
completely, and looked no further. 
W. E. Irisx, 
Editor and Vice-President, 
Industrial Equipment News, 
New York. 


o . 
‘Salesense’ Spreads Itselt 


To the Editor: I am quite in- 
trigued with the sound logic and 


sense of the James D. Woolf ar-| 4) - 


ticle which appears in the Feb. 4 
issue of your good publication. 
May we have your permission 
to reprint same and make a lim- 
ited distribution, provided, of 
course, that we give full credit to 
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the source of the information? 

Georce P. Grirris, 

Director of Plans and Mer- 

chandising, Pacific National 

Advertising Agency, Portland, 
Ore. 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don't Ignore It — SELL It! 


Cash in! Get your share of the huge $15 


| billion Negro market! Reach them in 
| their homes, sell them the way they like 
| to be sold—through their own Race pub- 
| lications, the newspapers and magazines 


they feel closest to, respond best to! 
Negroes are loyal to their publications— 
be sure your product is in them; be sure 
you get your share of the market! $15 
billion! Negroes spend this much every 
year on every conceivable product! Don't 
overlook this market—it’s right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 
. N. Y., serving America’s leading 
advertisers for over a decade 


ONE EXAMPLE: for a publication that 

" sells the cream of this 
rich market, you can't beat the New Courier 
read by 1,500 Negroes in 42 states each 
week, Color comics, magazine section, and news 
section help make it America’s most complete 
weekly newspaper. Tell the Negro-—you'll sell 
the Negro! Act now! 


NORTH CAROLINA IS THE SOUTH’S . 
NUMBER ONE STATE 


NORTH 
CAROLINA'S 


Number 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. More North 
Carolinians, according to BMB 
study, listen to WPTF than to any 
other station. 
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 QXVFREE & PETERS, National Representative 


RB. H. MASON, General Manager GUS YOUNGSTEADT, Sales Manager 
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To Fill Top-Flight 


practical copy man 


ing, creative copywriter, 


effective campaigns. 
If you have the desired 


Street, Chicago 11, 


fied of this advertisement. 


in one of 


WANTED: 
OPYWRITER 


Creative Position 


Providing Unlimited Future in 
Leading Midwest Agency 


most unusual opportunity awaits an experienced, 


the midwest's 


largest and fastest-growing agencies. 

The man we have in mind is a capable, hard-work- 
under 40, who analyzes ad- 
vertising problems intelligently and visualizes sound, 


background and creative 


ability, we can give you a substantial salary plus a 
splendid opportunity for advancement and stock own- 
ership. Please send us an outline of your experience 
All inquiries will be treated in strict confidence. 
Address Box 104, Advertising Age, 200 E. Illinois 
Iinois. Our staff has been noti- 


Information for Advertisers 


Plus Value in Memphis. 
‘Come on in for a Visit” is a 
rochure offered by the Memphis 
ress-Scimitar giving economic 
formation on the 24,125 families 
®eached exclusively by it. Figures 


4305 


e given for yearly purchases of 
ug products, house furnishings, 
dd, clothing and automotive 


Broducts 


Mo. 4306. Téxtile Production Chart 

Textile Industries offers a new 
Wall chart which provides a quick 
Breakdown of the national textile 
Manufacturing picture. Plants are 
listed vertically by states, and hor- 


iZontally as to nature of product, 
Gumber of spindles, etc 
No 4307. Preferred Portion of 


North 
The Charlotte Observer presents 


Carolina Market 


a new booklet, “Charlotte Ob- 
serverland,” providing an econom- 
ic study of the 36-county area 
served by the paper. It gives 
newspaper coverage in 164 cities 
and towns in this territory, and 
shows how 93% of all retail sales 


is concentrated in these communi- 


ties. Average retail sales per fam- 
ily are far above the national av- 
erage 
No. 4309. Which Mayazines Reach 
What Women 
The results of a new Crossley 
study made in Cincinnati for True 
Story Women’s Group, entitled 
“How 10 Major Magazines Reach 


Women,” is offered by Macfadden 


Note: Inquiries for the items listed above will not be serviced beyond May 12. 


USE COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Nl. 


. 
§ Readers Service Dept., 


§ Please send me the following (insert number of each item wanted 


§ —please print or type) 


t COMPANY 
§ Avoress 
B city & ZONE 


Publications. Using the new “‘fil- 
ter system” of interviewing to as- 
sure a high degree of accuracy 
(over sampling areas determined 
by the Bureau of the C enews) the 
study comes up with new answers | 
to many old questions, such as| 
“how far do we go in adding new 
media before we get nothing but 
duplication?” This is then broken 
down by ages, by housewives, by 
number of children per family, 
by income levels, by occupation, 
by education, by type of dwelling, 
etc. Differences of coverage are 
generally more striking by social 
class than by income 


No. 4308. Art and Production Ideas. 

The Mead Corp. is out with its 
first quarter, 1952, edition of “Bet- 
ter Impressions.” Noteworthy in 
this issue is a practical article on 
how and why to convert letter- 
press engravings to offset lithog- 
raphy 


4311. Growing Importance of 
Negro Market. 

Showing how the Negro market 
has increased 15.8% in the last de- 
cade to reach a total of nearly 15,- 
000,000, “Quick Facts About Sell- 
ing the Negro Market” is a new 
book offered by Associated Pub- 
lishers Inc. Charts, diagrams and 
statistical tables give a quick pic-| 
ture of population, buying power, 
family income, occupations, edu-| 
cation, urbanisation, etc. Detailed | 
studies of 25 markets are provided, 
together with lists of advertisers 
and typical copy used 


No 


TITLE 


STATE 


YO¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


Per line. Add two lines for box number. 


Deadline Wednesday noon 12 days 


Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


We have attractive positions for men 
and women in Advertising and Publishing 


MYRTLE BARNARD - CARMEN TAYLOR 


176 West Adams Ce 6-3178 - Chicago 
ASSISTANT ADVERTISING MANAGER 
Opening in New Orleans for assistant 
advertising manager in trade paper pub- 
lising organization. Must be good sales- 
man, have knowledg of promotion, able 
to write good sales letters and have ex- 
ecutive ability. Give complete details, in- 
cluding phone number and present salary 

Box 4399, ADVERTISING AGE, 

200 E Ill 


Illinois St. Chicago 1}, 
FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
Fine Opportunity for man to make some 
extra money by extra effort National 
Sports publication, with sporting goods 
trade publication tie-up. v sary 
he have good contacts full 
information in first letter, experience, 
salary expected and if employed. Corres- 
pondence will be treated in strictest confi- 

dence. 
Box 4397, ADVERTISING AGE, 
200 E. Illinois St. Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Ha 17-2063 
Opening in small but growing advertising 
and public relations agency in Charleston 
S. C., for versatile young man with writ- 
ing ability, ideas, initiative. Ultimate share 
in business. State experience 
Box 4393, ADVERTISING jae 
801 Second Ave., New York 17, N.Y 


PERSONNEL SERVICE 
Copywriters and 
all advertising personne! 
Editorial writers 
and all publishing personne! 


Artists 
BANKERS BLDG ANDOVER 


POSITIONS WANTED 
I'M TIRED OF WAITING FOR 
OPPORTUNITY TO KNOCK— 
My story: Advertising gal, with sales 
know-how and ideas, gunning for job with 
strong earning potential in sales and/or 
promotion. Experience: radio time sell- 
ing, publicity, promotion. Objective: time, 
space, product selling and/or promotion 
for radio, publisher or industry 
Box 4352, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill 
EDITOR, PUBLICIST, PHOTOGRAPHER, 
PRODUCTION MANAGER, PROMOTION 
and public-relations assistant—-If job en- 
tails communication of ideas, I'm your 
man. Real self-starter, have wide ex- 
perience for my 33 years, am easy to 


3 44ane 


get along with, turn out quality work 
in quantity, can control costs, not 
afraid of tough assignments. Now with 
Promotion Dept. top national magazine. 
California only. 

Box 1066, New York 17, N. Y 
NATIONAL Contacts & Contracts: 
Effective closer-top management; na- 


tional and regional markets 
Box 5002, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y¥ 

SALES PROMOTION MANAGER 

of outstanding Midwest manufacturer of 
food item seeks position in advertising, 
sales or merchandising with the agency or 
food-beverage manufacturer. 22 years ex- 
perience Age 43 Healthy Married 
Will relocate & travel. Accustomed 5 


figures. 

Box 4390, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill 
TOP ADVERTISING-PROMOTION MGR. 
A Creative, Practical, Producer Twelve 


yrs. Agency, Manufacturing exper. Con- 
sumer, Industrial Bkgerd. Knows copy, 
Trade, Natl. Campaigns, Budgets, Sales 
aE 36. 

x 4392, ADVERTISING —, 

oo Illinois St. Chicago 11, 
ADVERTISING: Personable girl, “single 
21, good background as secretary to art 
director of fashion agency and also as as- 
sistant to production manager Good 


typist, can compose intelligent letters. No 
steno. Desires responsible position. Several 
years art, production training procedure 
Have held positions with type house, pub- 
lishing firm, several ad agencies. Start 
$60.00 
Box 4395, ADVERTISING AGE, 
801 Second Ave., New York 17, N. ¥ 


Chicago | 


| ceutical, 


| 
| 
| 


POSITIONS WANTED 
SHOULDNT YOU, LEO BURNE 
Shouldn't you like to hire a copywriter 
to produce ideas just as even- textured and 
fine-grained, ads just as eye commanding 
and thought provoking, as sales inviting 
and client gladdening as any that look out 
from today’s pages? All it takes is this 
package sitting on some agency's shelf 
in his neat blue-and-white tie. You 
merely add money. Shouldn't you check 
today, maybe? Never mind tomorrow. 
Right now. Now. You 

Box 5001, ADVERTISING AGE, 

200 E. Illinois St. Chicago 11, Ill 
VISION ) WRITE 
writer, CBS, NBC credits 
on high rated network productions for 
varied group of national advertisers seeks 
tv copy assignment with agency 
years agency copy experience 

Box 4340, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
SECRETARY steeped in advertising “eats 
up” statistcis, accustomed to being right- 
hand to top management. Present salary 
$5000. References. Locate Milwaukee. 

Box 4389, ADVERTISING AGE, 

200 E. Illinois St. Chicago 11, Ill. 
ADVERTISING - SALES PROMOTION 
MANAGER 
Now with top agency. Appliance, food 
Exp. All phases national, local promotion. 

Vet, non-reserve Married. Degree 

Box 4386, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
FREELANCE CHICAGO ADV. DESIGNER 
Considering closing studio. Interested in 
Art Directorship with Chicago or near- 
Chicago firm. Experienced in Pharma- 
Scientific Apparatus, and In- 
advertising. Administrative as 
creative talents. Would make 
contribution to effectiveness of 
Fine sense of 


TeL 
Top television 


dustrial 
well as 
genuine 
your advertising material 
design and typography 
Box 4396, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


BLE 


Representative now with one major in- 
terest eastern territory can produce for 
one other top reputation journal. Suc- 
cessful experience all classifications. Age 
37. 

Box 4394, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

REPRESENTATIVES WANTED 


Growing farm paper desires mid-western 
advertising representative. 2nd class mail 
permit. SRDS listing 

Box 5000, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

PUBLISHER'S ADVERTISING 

REPRESENTATIVE WANTED: 
Preferably Cleveland location, covering 
Michigan, Ohio, Western New York and 
Pennsylvania. Old established food pro- 
cessing publication. Commission basis. 
State age, experience, references and 
send photo in first letter. 

Box 4382, ADVERTISING AGE. 

801 Second Ave., New York 17, N. Y. 


ADVERTISING MANAGER 


Automotive manufacturer, 
near Detroit. Must have crea- 
tive and marketing experi- 
ence; be familiar with field 
operations of automotive 
dealers. Experience needed, 5 
to 10 years. Should not be 
over 40 years. Write fully 
giving details of “education, 
experience, salary desired. 
Enclose photo. All replies 
confidential. 
Box 99 Advertising Age 
200 E. Illinois St., 
Chicago 11, Illinois 


ee ED MERCHANDISING MAN 
EKS GREATER OPPORTUNITY 
men - with excellent sales and ad- 
vertising background desires position as 
sales or advertising manager with national 
advertiser or as manager of merchandising 
dept. with agency. Proven 20 year record 
of successful sales promotion campaigns 
in food, confection, beverage, appliance, 
automative and transportation industries. 
Able writer and speaker. College gradu- 
ate. Age, 42. Married. Now employed by 
large agency. Salary in medium five 
figures. Prefer Chicago but will re-locate 


| if necessary 


Box 4387, ADVERTISING AGE, 

200 E. Illinois St. Chicago 11, IIL 
AGENCY! Electronic client and I need 
you. Am artist and layout man 

Box 4398, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
Assistant te Advertising Salesmanager. 
49 Years old with 24 vears experience 
selling adv. space varied mediums and 
training men to sell - with a clear vision 
of possibilities and future, seeks position 
that invites one to put forth unusual ef- 
forts to secure results and promotion 
Personal, business & finan references. 

Box 4379, ADVERTISING AGE, 

200 E. Illinois St. Chicago 11, Ill 
3-WAY COPYWRITER 
Consumer - Industrial - Institutional Sea- 
soned, versatile, creative writer of copy 
and presentations. Contact. Background 
| Top agencies 

Box 4391, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


| 


Now at top of ladder 
with one of best coun- 
selling firms in Mid- 


west. Experienced in 
i! trial 


Four | 


Advertising Age, March 31, 1952 


To a COPYWRITER 
who'd like to move 
ahead ... faster! 


If you're ready for a_ bigger, 
more challenging job, the job 
is ready for you, here in Cin- 
cinnati, with one of the Mid- 
west's leading 4A agencies. 
You'll know you're ready for 
it—and so will we—if the cam- 
paigns you've written recently 
show that you think soundly, 
that you like freshness, hate 
dullness. We'll both know it— 
if your copy sounds warm and 
human and convincing and 
avoids conventional advertis- 
ingese. 


The opportunity to 
ahead? You couldn't 
greener green light. The im- 
mediate salary? In line with 
ability and experience. Age 
preferred? Between 30 and 40. 
Next step? Write Ran West— 
in strict’ confidence — telling 
about yourself, what you've 
done and where, and what your 
salary requirements would be. 
If possible, enclose a few repre- 
sentative samples. All applica- 
tions must be by letter 


move 
have a 


STOCKTON * WEST * BURKHART * INC. 
First National Bank Bidg. 
Cincinnati, Ohio 


OPENING FOR PUBLICATION 
ADVERTISING DIRECTOR 


An unusual opportunity awaits the 
right man as Advertising Director of 
a specialized class magazine whose ad- 
vertising volume is lagging behind 
rapid circulation growth. 

The job requires creative thinking 
for promotion efforts and the ability 
to supervise a small advertising de- 
partment and to do personal selling. 
Headquarters in New York. Compen- 
sation salary plus bonus on increased 
annual volume. 

Write in full confidence, giving 
personal data and complete business 
experience to Lewin, Williams & 
Saylor, Inc., 40 East 49th St., New 
York 17, N. Y. Attention PTW 


PUBLIC RELATIONS AND PUBLICITY 
JOB WANTED 
Currently AE Deep South Agency, 
mature in ability and judgment with the 
diplomacy and tact essential to major 
executive group association is looking 
for a challenging and interesting job 
Is a_ self-starter with creative as well 
as administrative ability, working know]- 
edge of lay-out and media. Can write 
and deliver speeches, prepare press re- 
leases and interpret a program to the 
public via newspaper, radio and TV. 
Personable, 35, married, college graduate 
with radio, newspaper and trade maga- 
zine experience. Personal interview will 
be arranged with references including 
present employer. Relocation and travel 
no problem 
98 

“chicago, 11, 


Reply 
200 E. Mlinois "St. Tilinois 


ARE YOU GETTING YOUR SHARE 
OF FREE PUBLICITY? 


The 1952 Edition of the Publicity Directory is 


Now Ready! Lists tong 2,000 Magazines with 
FREE SACULAT Poll 
ciRCcU! TION—Over 200,000, 


Published in " sections—Consumer, Farm 
and Business-Trade. Provides name of publi- 
cation, address, person to whom release should 
be addressed, Special Publicity columns or de- 
partments, Type of material desired, Slant 
Mechanical Requirements, Circulation, etc. A 
Gold-mine for Advertisers, Ad agencies, Pub- 
lishers, Public Relations Firms, etc. Pree 6-day 
examination 
PUBLICITY ADVERTISING 
1501A Trails End, Kalamazoo 26, Mich 


educational, public 

Ids. Highly 
creative with award- 
winning copy and 
design. Seeking oppor- 
tunity to head depart- 
ment, or create whole 
P. R. program. 

Box 100, Advertising Age. 


DRUG PRODUCTS EXECUTIVE 


| AVAILABLE: —Seasoned sales-advertising-gen- 

eral executive; 20 years copy-writer and account 

executive agency field; 6 years Exec. Vice Pres. - 
Megr., Chicago (ethical) pharmaceutical | 


| house; 4 years head own business. Annual earn- 


ings $10,000-12,000. only in 
promoting truly meritorious products 


Box 102, Advertising Age 
200 E. Illinois 8t., Chicago 11, Mitnois 


NEED A GOOD “SECOND MAN"? 
Versatile writer would like to assist 
harrassed Chicago PR or Ad executive 
| Highly experienced in all editorial work 
newsletters, brochures, manuals, house 
| organs, promotional literature. Excellent 
background, references. Available imme- 
diately for full or part-time work 
Box 101, ADVERTISING AGE 
201 E. Dilinois St. — Chicago 11. 


WE WANT TO BUY 
A TRADE OR INDUSTRIAL MAGAZINE 


We are successful yoy of two trade 
magazines. We want one more. Makes no 
difference if it’s a money maker now 
whether it has sworn circulation, 
ABC or whether it is published in 
West, or South— 

potentia!. Please write Box 56, 
Age, 200 E. [Illinois St., Chicag 
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Advertising Age, March 31, 1952 
cartons), as did H. S. Crocker Co., 


Society of Typographic Arts Makes Awards (ueenpere, re6d maps and pleterial 


Cuicaco, March 26—Certificates | ty; Ralph E. Eckstrom, art direc-| postcards). 
of Award have been presented by tor, University of Illinois Press,| Two awards were won by each 
the Society of Typographic Arts to| and Everett McNear, designer and | of the following: Einson-Freeman 
the creators of 12 pieces of printing | illustrator. |Co. (flat-plane and multi-plane 
design entered in the society’s 25th | window displays) ; Reehl Litho Inc. 
and Rinehart & Co. 


- Z ibiti si ; book jackets 
i cae oe bes pay: no OFFSET LITHOGRAPHY and case bound books); fe 
fi : 4 ad AWARDS PRESENTED hic C ’ 

“ at the Art Institute of Chicago. | Graphic Co. (magazine and house 


In all, there are 124 items in the| CxHicaco, March 26—Winners in| organ covers and unclassified sec- 
exhibit. They were selected by| the 2nd National Offset Lithogra-| tion award); and R. R. Donnelley 
three judges from 750 pieces en-| phy Awards Competition will be| & Sons (magazine and house organ 
tered for consideration. The exhibit | placed on exhibit at Marshall Field signatures and inserts and maps, 
items include books, booklets, an-| & Co. here, starting next Wednes-| other than road). 
nouncements, stationery, direct! day. After its showing here, the per- 
mail, complete advertisements,| Sponsored by the Lithographers | manent exhibit will tour the coun- 
magazines and packages, all pro-| National Assn., the awards com-| try, stopping next at Louisville. 
duced in the Chicago area during petition attracted more than 2,300 
1951. entries, a “vast increase over the| Pqyelle Labs Expands 

1950 competition,” the association’ pavelie Laboratories, New York, 
® The 12 certificate winners, fol- reports. Awards are based on li- 
lowed by the name of the winning | thography, art and design, and 
designer and the client, were: functional value. ’ 

Engravings by Thomas Bewick (book); The competition was split into 
R. Hunter Middleton, Carol Cannon and | 37 different classifications, ranging 
Philip Reed; Edna W. F ; 

City Plan (book); Dan Smith: Mar-| 170m folders and broadsides to 
quette, Mich. metal patterns. First, second and 

Iranian Art (booklet); Sue Richert; Ori- | third place awards (plus honorable 
ental Institute, University of Chicago menticns) were made in eaeh 


k Kimberly-Clark Calendar; Everett Mc-| Jessification 
| Brewer Elects Officers 


Near; Kimberly-Clark Corp. 
aK ATC Type Specimens (catalog); William | 
Nicholl; American Typesetting Corp | . gs “ i Brewin Corp. eori 
24th Exhibition of Design in Chicago! ® Some 30 different printing, li- <= elected ae Cain 

Printing (catalog); Herbert Pinzke; Soci-| thographing and allied graphic arts | president. Other officers elected are 

~ - < - - " | . > 
and "An Should Wake. Fc pear aegis won first place awards | R. J. Kavanagh, v.p.; Lawrence W. 
card); Gene Douglas in the competition. U. S. Printing | Schaeffer, secretary, and John R. 

Highway Hypnosis (editorial design);| & Lithograph Co, won three (24-| Toth, assistant secretary and brew- 
Bruce Beck; Kiwanis Magazine. sheet posters, smaller posters and| master. 

Nu-Hue Colors (folder); Morton Gold- 
sholl; Martin-Senour Co 

Atom Bomb, Razor, Compass (folders); 
My + jaan Walter; Lindberg Steel Treating 


ice division. The division is part 


b&w prints in a minimum of time. 
Pavelle’s high speed continuous 
automatic machines for contact 
prints have been put at the dis- 
posal of the new division. 


(Christmas 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Feb. 23, 1952 
All figures copyright by A. C. Nielsen Co. 


Ann Barton Cologne (package); Archie 
Schrom; Sears, Roebuck & Co. 

Eze Hang Wallpaper (package); Priscilla 
Young; Prager Co 


c Judges of the exhibition were Total Homes Reached 
; Z _ | Rank Program (000) | Program Popularity* Rating 
; Thomas Folds, head of the art de- "i" | Love Luey (CBS. Philip Morris) ..8,261 | Rank Program (%) 
partment, Northwestern Universi-| 2 Red Skelton (NBC, P&G) .. 8.249 1 Arthur Godfrey's Scouts (CBS, 
3 Texaco Star Theater (NBC) .. 8,168 Lever-Lipton) dak’ Saas °° 8S HE 
4 Colgate Comedy Hour (NBC) 7,951, 2 Red Skelton (NBC, Ds accrrsees ‘ 
5 Your Show of Shows (NBC | 3 1 Love Lucy (CBS, Philip Morris) ..53.7 
Reynolds Tobacco) in on. 2 Texaco Star Theater (NBC) ........ 51 
6 Your Show of Shows (NBC, "| 5 Colgate Comedy Hour (NBC) 514 
REPRESENTATIVE: ; : | 6 — Your Show of Shows (NBC. 
ai ™ , —, hie sang” aaa ri Reynolds Tobacco) ...... 47.1 
ilco TV Playhouse (NBC) ...... ¥ Shows (N 
BRANDS YOU KNOW 8 Arthur Godfrey & Friends (CBS, 7 «9 46.9 
“Brands You Know”, established group- Liggett & Myers) ........-.-.-++ 6,634 Arthur Godfrey & Friends (CBS, 
couponing program now in second year 9 You Bet Your Life (NBC, DeSoto Liggett & Myers) ......--..c0eeee 45.7 
in the West, wants top man as Chicago Plymouth Dealers) ...........0+++ 6634 9 Philco TV Playhouse (NBC) .... 
representative. Contact food and drug 10 Fireside Theater (NBC, P&G) ....6,624 10 Big Town (CBS, Lever Bros.) 


manufacturers in mid-West to arrange 
participation in scheduled coupon mail- 
ings. Present participants are among na- 
t tion’s largest and finest companies. Rep- 
resentative can also offer complete and 
efficient direct advertising and merchan- 
dising services in Western areas. Direct 
advertising, food merchandising or agen 
background desirable but not essential. | 
Caliber and ability of individual para- 
mount. Write, giving complete personal 
and business history. State if wish con- 


*Per cent of homes reached in areas where program was televised. 


ARB Multi-City TV Ratings 
Feb. 1-7, 1952 


American Research Bureau 


fidential. Interview will be arranged in Current 
Chicago, April 7, 8, or 9th. Rank Program Rating 
Sy ag Mg am Sos oy 1 Talent Scouts (CBS, Lever-Lipton) 52.0 
oe 200 E. Illinois St., Chicago 11, 11. 2 mea Race am ube ri Cacccececrees 350 
a YY _eeserrre . 50. 
: - 3 You Bet Your Life (NBC, DeSoto-Plymouth Dealers) . 49.0 
4 Texaco Star a ee cerecccececesceccess ae 
, Verena rey . 48. 
SUCCESSFUL TV-RADIO DEPT. BUILDER! > ays fa Fe "475 
Former head of TV-Radio Dept. of large N. ¥ 7 of Shows (NBC, several sponsors) - - 

agency. Program Mgr. Radio TV Acct. Exec 8 Mama (CBS, Maxwell House) “* 
for one of big three. 3 years in own package 9 Philco Playhouse (NBC - 40.5 
business, wide experience creating shows and | 10 Fireside Theater (NBC, - 40.0 

commercia's live and film, organizing, produc- 
ing. selling, time buying, highest rated national Ronk Program Homes 
ws 

) 
Now consultant on TV for world-wid iza- ; br 
tiem, wishes to head Gaps. of prearecsive assay | 2 You Bet Your Life (NBC, DeSoto-Plymouth Dealers) . . 7,880 
to build radio and TV billings. Has ability to 2 I Love Lucy (CBS, Philip Morris) ............05... . 7,700 
get right people to work for and with him and 3 Texaco Star Theater (NBC) .........-seeeeeees ces . -7,690 
like it. Top drawer references a =o Show cess. — pone ae 

5 odfrey & Friends ( . Several sponsors) oods 
non nee 6 Show of Shows (NBC, several sponsors). ‘7/000 
: 7 Fireside Theater (NBC, P&G) ........ . 6,300 
P S.—I am rendering this service gratis because g Philco Playhouse (NBC) ....... . 6,290 
I admire this man's character and ability. 9 Comedy Hour (NBE, Colgate) ... . 6,000 
— 10 Mama (CBS, Maxwell House) .... . 5,680 


| 


Sell Metropolitan* 


GREEN BAY MARKET : 
in the PRESS-GAZETTE 


Whopping retail-wholesale business of nearly 265 million dol- 
lars a year (U. S. Business Census) assures steady, maximum 
sales of your product in Wisconsin’s 3rd Metropolitan Market! 


And only The Press-Gazette blankets 99% of City Homes— 
88% of City Zone Homes—67% of Trading Zone Homes. 
Only The Press-Gazette ; gives you the dominant, near-sat- 
uration coverage needed to sell this multi-million market! 
*1950 U.S. Census 


Write, wire or phone Adams 4400 collect for the full details— 
Phil McClosky, Mgr., General Advertising. 


GREEN BAY 


PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


forget 
ideal Test Market! Store 
Audit for Test Campaigns! 


has organized a new special serv-| 


of an expansion program designed | 
to serve organizations requiring} 


N. W. Ayer Adds 4 to Staff 

| Four persons have joined the 
| staff of N. W. Ayer & Son. Mrs. 
Joan E. Giles, formerly a copy- 
writer with Gimbels, New York, 
has joined the copy department 
in Philadelphia. Thomas A. Hop- 
|kins, formerly a _ writer with 
|Morey, Humm & Johnstone, New 
| York, has been appointed a copy- 
| writer in Ayer’s radio-TV depart- 
ment in New York. James A. 
| Haines, formerly with NBC, also 
|has joined the radio-TV depart- 
ment, and Clifford Winner Jr., 
|formerly with a Philadelphia 
| bank, has joined the outdoor ad- 
| vertising staff of the agency in 
| Philadelphia. 

} 


| 
Hearst Promotes Riesenfeld 
Hearst Magazines Inc., New 
York, has promoted John E. 
Riesenfeld, on the advertising staff 
of Good Housekeeping, to ai man- 
ager of American Druggist. 


Classified Admen to Meet 

The Western Classified Adver- 
tising Assn. will hold its annual 
convention in the Mission Inn in 
| Riverside, Cal., Oct. 20-22. 


Noble Advertising Moves 

Albert Sidney Noble Advertis- 
ing, New York, has moved to 52 
Vanderbilt Ave. 


SUCCESSFUL 
PRIZE 


CONTESTS 


by ZENN KAUF- 

AN, Merchandis- 
ing Director, Philip 
Morris & Co., Ltd., 
and LESTER M. 


accent 
prize 


contest § CONE, JR., Assist- 

pom ant Merchandising 

a Manager, ann- 
— Erickson, Inc. 

© TELLS YOU -— How to use contests to 

sample a product increase purchase 

units influence dealers change 


discover new uses 

get publicity develop better working 
habits bulld store traffic ac- 
complish a wide veriety of sales, advertis- 
ing, promotional and public relations 
goals 

* SHOWS YOU 
for a contest how 
prizes 


buying habits 


How to pick a theme 
to choose sultabie 
how to promote the contest 
how to draw up contest rules 
how to judge the winners etc. PLUS 
44 ACTUAL CASE HISTORIES OF 8UC 
CESSFUL CONTESTS 
Get your copy today—-$7 50 
PRENTICE-HALL, INC. 
70 Fifth Avenue New York 11,N ¥ 


Busy 


A No. 1 
ALL GOOD 


Total No. of Retailers.......... 


Total No. of Wholesalers... .... 


—" 


SYRACUSE, N. Y. 


TEST MARKET RICH IN 
BUSINESS ESSENTIA 


PN SRY ORME. 3 SBT 


RETAIL SALES 


$626,171,000 


6,991 


WHOLESALE SALES 


$618,817,000 
978 


FARM INCOME 


$95,385,000 


No. of Industrial Workers ...... 74,791 
No. of Manufacturers.......... 
No. of Family Units...........181,650 


903 


Source: all figures from 
SRDS 1951-52 consumer markets 


NEWSPAPER CIRCULATION 
DAILY ........209,229 
| SUNDAY .... . .320,864 


COMPLETE COVERAGE 


AT ONE LOW COST! 


The SYRACUSE Hews papers . 


HERALD JOURNAL — POST STANDARD € 
(Evening) - (Morning) &: 
HERALD-AMERICAN POST-STANDARD ms 


(Sunday) 
GENERAL ADVERTISING REPRESENTATIVES 


(Sunday) 
MOLONEY, REGAN & SCHMITT 
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Dealers Are the Key 
in Pontiac Strength 


By Joun CRICHTON 


General Motors Corp., a company 


Detroit, March 26—This is the Which has racked up record sales 
year of the cracked crystal ball in the postwar era 


in the Motor City 


It is the year of 


Pontiac is unique in the auto- 


the big if. Auto makers will spend Mobile business for a couple of 
so much in advertising if they get Teasons. In the first place, it rep- 


so many cars, 
drive hard for sales 
There are other 
scheduled cutbacks are 
some of the 
to be in good supply 
from allocation; 
begin to materialize and 
been cleared for them 
Since the end of the war in 
1945, the automobile business and 
its dealers have been uniquely for- 


tunate; they have compiled rec- 
ord production and record sales 
But in 1951, the phenomenon of 


consumer resistance was observed 
in the auto business, and it coin- 
cided with the impact of rearma- 
ment on the industry 


® To see how one company ts fac- 
ing the problems of 1952, AA 
visited Pontiac motor division of 


. . « you are 
looking for 


NATIONAL 
DISTRIBUTION! 


if you are = manufacturer, distributor, or ad 
ency man it will pay you to get all 
e facts about quick, low cost national dis- 
ibution D aaa by the direct-to-consumer 
jes met 
ia Ra of our experienced merchandising 
aft are available at no cost or obligation to 
ir for initial planning, product and 
arket analysis, copy assistance and follow 
rough Learn about this old and proven plan 
a' can start thousands of sales-wise men and 

» working for you in 48 states 

eir own expense Write now to 


OPPORTUNITY MAGAZINE 
Jackson Bivd., Chicage 4, Th 


+ yeild 


pt Alt, cE 


and if they have to 


big ifs—if the 
eased; if 
materials which seem 
are removed 
if the war orders; and ubiquitous 
absorb 
the production capacity which has 


| another 


| sells next to Chevrolet among GM 


resents probably the only instance 
of a subsidiary automobile which 
overshadowed the car which orig- 
inated it. In the second place, it 
has consistently held its spot just 
the low-priced Big Three 
Buick. Finally, 
Pontiac is the story of a comeback 

something that’s much harder in 
the auto business than in many 
others 

Pontiac’s 1951 production was} 
345,618, down from 
469,813, and it included Pontiac’s| 
4,000,000th car. It is perhaps on 
indication of the accelerated auto! 
business to report that it took a) 
little less than ten years to sell 
the first 1,000,000 Pontiacs (1935), 
five years to sell the sec-| 
ond (1940), four and a half years 


below 


years omitted) and about two and| 
a half to sell the fourth (August, | 
1951) 


® During those years Pontiac has 
ranged from second to fourth place 
in GM, and consistently in the 
top six of all automobiles. A sel- 
dom-reported fact is that Pontiac 


ears in Canada 

It has managed to stay in sight 
of Buick (which has a price range 
making it competitive with nearly 
every car GM builds) and it has 
managed to stay ahead of Dodge 
in the postwar whirl. In 1940, 1946 
and 1947 it trailed Dodge, and in 
1951 Dodge was breathing hot on 
Pontiac’s rear bumper 

But is able to 


whether Pontiac 


IN AUTOMOTIVE ADVERTISING 


@ Again in 1951 and for a score of years the Buffalo Evening 
News has led all Evening Newspapers in automotive advertising. 


The Buffalo market is New York State's second largest market 


and the country's fourteenth market in automotive sales. 


The 


Buffalo Evening News has the largest city and retail zone circu- 


lation in the State outside of New York City. 


| 


|a musical comedy, 


SELL THE NEWS READERS 
AND YOU SELL 
THE WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH co. 


Neti. 7) 
pr 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


1950's record) 7 


You have to 
do it 
yourself 


OL AR FOR DOLLAR VOU CANT BEAT 4 PONTE A 


SEE YOUR PONTIAC 


MORE SELL—These advertisements, 


stay ahead of Dodge is hardly con- 
fined to its selling ability, since, as 
matters stand, no GM car is likely 
to change its competitive position 
within the company 


® This goes back to a decision made 
at the end of the war, when the 
corporation—which had to settle on 
some basis of allocating scarce 
materials among its divisions—de- 
cided to allocate materials on the 
basis of 1941 production. That is 
still the base, and since the divi- 
sions have been able to sell all 
the cars they made in the mean- 
time, the competitive rank has not 
been changed. 

Pontiac’s general manager, Ar- 
nold Lenz, reflects the general at- 
titude that, in a free scramble for 
purchasers, Pontiac could have 
bettered itself considerably. But} 
he realizes the basic problem of! 
a fair division, and recalls GM} 
| President C. E. Wilson's classic 
|quip: “How do you allocate a 
shortage?” 

This was a shortage of materials. | 
Whether 1952 will see the dealers 
operating in an acute shortage of 
automobiles is not vet known 

At latest report, Pontiac had | 
about 8,000 new cars in the hands} 
of 4,200 dealers, and had another 
| 3,100 in transit. This works out at! 
| something more than two new)! 
| cars per dealer; and it demon-| 
strates the lack of inventory 


to appreciate fully the thrill of com 
manding » thoroughbred And vou have 
to actually drive « Dual-Range® Pontiac 
to fully empoy the world’s most thrilling 
and fevible perurmance We have anes 
Puntise for you to drwe—cume wm sawn 

wamseeseee 


Di vm woven: ee 
Pontiac 


I'S A SPROETACHLAR BF 44-R4NGH FERPORMER 


DEALER TODAY-DRIVE 


scheduled for 
to sell the third (1949, with war| illustrate Pontiac's use of the ‘Drive It Yourself’ theme, and 


| aircraft torpedoes, 


NEW 


en ee 
spree 


es 


1T YOURSELF: 


magazines, 


war work for. 


® Through the first two months of 
1952, Pontiac was building cars at 
about two-thirds its 1951 rate. 
Through February, it had built 
42.394 cars, against 65,633 in a 
comparable period last year. The 
parent corporation was moving at 
a slightly lower rate, and built 
279,166 cars in the first two months 
of 1952, against 423,492 in the com- 
parable 1951 period. 

In Automotive News’ report of 
registrations, Pontiac was in fifth 
place, as of the end of January, 
with 15,364. At the same time in 
1951, it had registered 25,368, and 
held the same position. 

Pontiac’s plant was built in 1926, 
and startled the automobile busi-| 
ness by producing cars in the new} 
plant within 90 days of the time 
ground was broken. During the last 
war, the division built Oerlikon 
and Bofors anti-aircraft guns, die- 
sel engine parts, 155mm ._ shells, 
rocket bombs 
and vehicle parts. Currently, it 
has new facilities to handle war} 
orders, and the gaping areas ad-| 
joining the plant have the girders 
and skeletons of new and larger 
buildings to be built 


@ In the automobile business, an 
axiom goes, a car is as good as its! 
dealers. Pontiac has an interesting) 
dealer story: it began with the 


; Oakland dealer organization, but 


2 A few miles from Pontiac's ad- 
ministration building on Oakland 
Ave., the sprawling Pontiac as- 
sembly piant was in operation— 
but it was operating at zombie- 
like pace. At top capacity, the 
plant has three lines in operation— 
the day AA was there, only one 
was operating and the 67-car-an- 
hour line (at top speed) was mov- 
ing at 26 cars an hour. The engines 
moved jerkily around on their 
overhead conveyor, and met the 
chassis, shells and wheels, each of 
which had come from another di- 
rection. The assembly-line, which 
has fascinated sociologists of the 
last three decades, is vaguely rem- 
iniscent of the last moments of 
with the as- 
sorted characters rushing from 
various parts of the wings to join 
in a smoothly-blended finale. But 
the assembly line, moving at less 
than half-pace, seemed out of 
character. 

The Pontiac line had been cut 
farther back than the Buick-Olds- 
mobile-Pontiac assembly plants 
across the country, which have 
been permitted to retain a higher 
proportion of their normal pro- 
duction—largely because they are 
purely assembly plants, and would 
be difficult to find any kind of 


Oakland was discontinued in 1932. 
During the depression, GM tried 
consolidating dealers (who were 
going out of business with fright- 
ening rapidity) and formed the | 
Buick-Oldsmobile-Pontiac sales 
operation. Dealers called it Bo- 
Peep. It got most of them through | 
the depression. } 

Then, as the depression passed, | 
the divisions were allowed to es-! 
tablish independent dealerships | 
again. Pontiac, youngest of the di-| 
visions, got a relatively unfledged | 
dealer organization. Buick, whose! 
dealers were both older and 
wealthier, probably got the best 
of the deal. The year of the separa- 
tion—1938—was also a year of 
recession in the automobile indus- 
try. Pontiac’s new dealer organ- 


ization took the full shock of the) 


recession, and it was the lowest 
point Pontiac sales were to hit— 
99,211. In 1937, Pontiac sold 211,- 
715 cars. In 1935, Pontiac was sec- 
ond only to Chevrolet in sales of 
GM cars. Buick passed Pontiac in 
1938, and has maintained its lead. 


® In 1941 Pontiac built a record 
330,061 cars, with General Mana- 
ager Harry J. Klingler insisting on 
high production over the anguished 
wail of the sales department; it 
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Come in and Take The Wheel 
ry J 


ILL L Lig 


A Spectacular Daal-Raage Periormer! 


fue PowEn vee waNy + WuES Fer waNT rr + ver Wanner 


show the company’s switch to harder selling. MocManus, John & 
Adams is Pontiac's agency 


was a good decision, for not only 
did Pontiac sell all the cars it made 
in that fateful year, but it had that 
much better base for postwar pro- 
duction. 

When the war hit, dealers were 
again hit hard. There were 4,100 
Pontiac dealers in 1937, 3,800 in 
1941, and 2,870 in 1944. Not all of 
this change was due to the rigors 
of automobile dealing in wartime; 
since Pontiac dealers were younger 
men, a fair proportion of them 
went into service—and Pontiac 
promised them a dealership when 
they got out. In 1948, the number 
of dealers soared from 3,100 to 
4,100, as the division tacked on 
more than 600 exclusive Pontiac 
dealers. Many of these were little 
more than filling stations; they 
were designed to provide Pontiac 
service in towns where no Pontiac 
dealer was lecated, and in time 
many of them have graduated into 
full-fledged dealer operation. 


® Pontiac dealers have prospered 
in the postwar period, and they are 
|a fairly young group of men. Pon- 
tiac doesn’t anticipate the dealer 
turnover some automobile com- 
panies are discussing, partially be- 
cause of the youth of its dealers. 


|General Manager Lenz cracked: 


“Even our millionaires are young.” 

And because Pontiac dealers 
have been able—by and large—to 
hold the price line, and get a full 
markup on cars, Pontiac dealer- 
ships are at a premium. “We've 
got as many applications from peo- 
ple wanting dealerships as we have 
from people ordering cars,” says 
Mr. Lenz, jokingly. 

But underneath the gentle humor 
and mild envy at the dealers’ 
booming bank statements is a core 
of satisfaction. Pontiac dealers are 
| stronger and better-financed than 
ever; therefore the division is in 
better shape for whatever strange 
turns the course of history may 
take. 


® The solid financial foundation 


| will help if war production takes 


still more of automotive output. It 
will also assist the dealers if the 


|selling situation becomes much 


more difficult. 

“If we get into any kind of a 
competitive situation,” L. W. Ward. 
who is Pontiac’s general sales 
manager, says, “the Pontiac dealer 
organization can take care of it- 
self.” 

At present, Pontiac is keeping a 
close watch on dealers and their 
problems. Dealers file a report on 


| used cars in stock every ten days 


(this practice is standard through- 
out GM) and during the week AA 
visited Pontiac, the dealers had 
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410,860 used cars. 

The general notion is that the 
jealers will continue to be sizable 
idvertisers, no matter what the 
future. 

Anticipating that 1952 may be a 
somewhat tougher year to sell cars 
than in previous years, Pontiac is 
switching to more sell in its copy. 
Typical ads say, “Take the Wheel 
Yourself—for the driving thrill of 
your life,” or simply “drive it 
yourself.” 


® It may be symptomatic that Pon- 
tiac moves slowly on the advertis- 
ing front: “The Most Beautiful 
Thing on Wheels” dates back to 
1934, when the 1935 model was in- 
troduced. As a matter of fact, in 
1936, Pontiac asserted that “A 
Ten-Minute Ride and You'll De- 
cide.” The division has used the 
“Built to Last 100,000 Miles” slo- 
gan for some time now. 

It was adopted with a good deal 


of hesitance; the parent corpora-| 


tion thought it might amount to a 


guarantee. But the facts are that} 
nearly 2,500,000 Pontiacs are now | 
in operation, and that there are} 


about 16,410 1934’s still on the road. 
Each flight of ads brings a new 
group of letters, many from Pon- 
tiac owners who confirm the fact 
that they’ve driven their car 100,- 
000 miles. Of course, there are apt 
to be some letters from owners 
who never expect to be able to 
drive their Pontiacs anywhere near 
that far. 


® B. B. Kimball, advertising man- 
ager, ought to know Pontiac—he’s 
been with the division since 1917. 
He says that most of the postwar 
advertising for Pontiac had one 
thought in mind—that the reader 
might not be able to buy the car 
even if he wanted to. Therefore, 
Pontiac tried to sell him the idea 
that when he could buy a Pon- 
tiac it would be a fine car. 

The switch in copy simply 
means that, in Pontiac’s opinion, 
1952 does not seem to be a year 
when panting purchasers will have 
to be soothed while they wait. 

It isn’t wholly in advertising 
that Pontiac has been conservative. 
The car is powered with an L-head, 
side-valve engine (and the trend 
of the industry is to high-compres- 
sion, overhead valve power plants) 
and its automatic transmission is 
Hydra-Matic (the trend of the in- 
dustry seems to be toward torque 
converters). The 1952 Pontiac looks 


WHAT NEXT?—Maybe it doesn’t look like it, but this is work for those responsible 
for Folda Rola advertisements. Offering blandishments to two-year-old Kathy Wall, 
who wants to play instead of model, are (from left) Cliff Hosking, account executive, 
Hixson & Jorgensen; A. E. Peterson, president, Folda Rola; mode! Greta Larson, 


and Karl Sanders, art 


director for the agency. 


and automotive writers have gen- 
erally admired the Pontiac. 


® As for engines, Mr. Lenz told 
AA that Pontiac had a number of 
engines designed, including v-types 
and overhead valve jobs, but that 
until higher compression and 
higher octane fuels were available 
together, there seemed to be no 


good reason to move from the} 


side-valve engine. As for the Hy- 
dra-Matic, a quick answer from 
Pontiac people is: “It’s good 
enough for Cadillac.” 

As a matter of fact, the Pontiac 
line is the same except for the 
addition of a hard-top convertible 
in 1950. The Hydra-Matic has 
been changed, which is the basis 
of the advertising featuring the 
“dual range.” The new transmis- 
sion permits the driver to use 
either a 1-2-3-4 speed range, or 
a 1-2-3 range for traffic and moun- 
tains. 

This means he can use the 
shorter range for traffic driving, 
or use the compression for moun- 


very much like the 1949; designers 


tain driving—thus reducing brak- 


© Ziey come from FAR PLACES 


miles 


— ‘Thom 


Our customers 
to Greater Chicago. A photo 
engravin - 
the other day from an agency In 
acity exactly 1,500 miles from 
this midwest metropolis. 


Why do business with an 
engraver who is fifteen : 
distant? The answer is 


obvious. ] , 
our work as yet, this may be a 


good time to do so. 


aren't confined 


g job came into the shop 


hundred 


f you haven't “sampled 


as 


EMeirath % 


and Assoctates 


PHOT © ENGRAVINGS 


"160 E. Winois Street 
Bea Telephone 


DAY and NIGHT SERVICE 
Chicago 1. Winois 
. Delaware 17-5142 


ing. Finally, the Hydra-Matic has 
been altered to permit “rocking” 
in bad weather conditions, when 
earlier models experienced some 
| difficulty. 


's Moving in the shadowy half-war 
world, Pontiac cannot forecast | 
sales goals as it did in the pre-| 
Korea days. “We just don’t know,” | 
Mr. Lenz replied candidly, when | 
AA asked for an estimate of what! 
Pontiac might produce in 1952. 

In the meantime, a reasonable | 
guess might be that Pontiac’s mer- | 
chandising policy will be kept flex- 
ible. The allocation of cars to deal- 
ers will follow no particular base | 
year, and will take into account| 
such factors as shifts in popula- | 
tion, unemployment, changes in! 
industry, new installations and | 
rising income. The base figure is) 
to be adjusted to meet the changes. | 

Its marketing force is fairly | 
compact—169 people in sales and) 
sales promotion, 79 in parts and| 
service, 14 in advertising. In its! 
zone offices it has 557 people (ike | 
the rest of GM, Pontiac has 25 
zones, operated in five regions). | 

In its advertising, Pontiac will 
also watch to see how the mar- 
ket shapes up. A fair index might} 
be found in 1951, which saw a re-| 
duction from 1950. In PIB-meas-, 
ured media, Pontiac spent $1,030,- | 
848 in 1951, compared to $1,244,992 | 
in 1950. During the war (and this 
| might be an indicator if things get | 
| rough) Pontiac was the automotive | 
| Classification’s biggest newspaper | 
advertiser. 


Pal Blade 1952 Campaign 
To Be Biggest Ever 


Pal Blade Co., New York, has 
| launched the biggest advertising 
| campaign in its history for 1952. 


Insertions, many of them full 
| pages, are running in American 
Legion, Argosy, Collier's, Ebony, 
| Front Page Detective, Inside De- 
| tective, Life, Look, Police Gazette, 
The Saturday Evening Post, This 
Week Magazine, and the TV 
Guides in New York, New Eng- 
land, Baltimore and Washington. 

In addition, ads are scheduled 
| for Sporting News, racing papers, 
more than 50 college newspapers 
and over the “Rod and Gun Club 
of the Air” (Mutual Broadcasting 
System). Al Paul Lefton Co., New 
York, is the agency. 


‘Esquire’ Names Saltsman 

Bob Saltsman, formerly Detroit 
representative for Look, has been 
appointed manager of Esquire’s 
newly established Detroit office. 
His headquarters will be at 3575 
| Penobscot Bldg. 


New York, March 26—The 
Hecht Co., Washington department 
store, has been named Brand 
Name Retailer of the Year by 
Brand Names Foundation Inc. 
This is the second time the store 
has been so honored. The first 
was in 1948. 

Twenty plaques to the top win- 
ners in each field and four certi- 
ficates of distinction to the run- 
ners-up in each category will be 
presented at the Brand Names 
Day dinner on April 16, in the 
grand ballroom of the Waldorf- 
Astoria. 


There were 6,000 entries for this 


fourth annual competition, ac- 
cording to Henry E. Abt, president 
of the foundation. 


® Award winners in each category 
are the following: 

Alcoholic beverage stores: 
Long Beach, Cal. 

Automobile dealers: Monarch Buick Co., 
New York. 

Building materials: A. W. Burritt Co., 
Bridgeport, Conn. 

Children's wear: Coslow’s Youth Cen- 
ter, Lynbrook, N. Y. 

Department stores, Class I: Hecht Co., 
Washington. Class II, The Capitol of 
Fayetteville, Fayetteville, N. C. 

Drug stores: Nellie Davis Pharmacy 
Inc., Royal Oak, Mich, 

Electrical appliances: Ross Electric Co., 
Superior, Wis. 

Food stores: The Kroger Co., Cincinnati. 

Furniture stores: Cohen's, Peoria, Ill. 

Gasoline service stations: Halifax Esso 
Station, Halifax, Va. 


Wine Mess, 


SAN FRANCISCO CENTRAL TOWER 


Hardware stores: Vonnegut Hardware 
Co., Indianapolis. 

Jewelry stores: Helzberg’s 
Shops, Kansas City, Mo. 

Men's wear stores: Cottrell Clothing 
Co., Denver. 

Music stores: San Antonio Music Co., 
San Antonio. 

Office equipment and stationery stores 
Stewart Office Supply, Dallas. 

Shoe stores: H. Scheft Co., Boston 

Sporting goods stores: Andy Anderson's 
Sporting Goods Co., Oklahoma City 

Variety stores: H. L. Green Co., New 
York 

Women's wear stores 
Stillwater, Minn 


Diamond 


Kolliner’s Inc. 


|WLAW Names MacLeish 


Roderick MacLeish, formerly 
an ABC-TV writer, has joined 
WLAW, Boston, as news director. 
WLAW, 50,000-watt ABC affiliate, 
recently named O. L. Taylor Co. its 
national representative. 


Pioneer Promotes Roberts 

Ralph J. Roberts, assistant to 
the president and advertising man- 
ager of Pioneer Suspender Co., 
Philadelphia, has been elected Ist 
v.p. He will continue to handle 
the company’s advertising. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


since toze 


LOS ANGELES HALLIBURTON BLDG, 


Ask 


your — 
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how 
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advertising 
M... 


The Joseph Katz Co. 


Advertising 


488 Madison Avenue, New York 
10 W. Chase St., Baltimore, Md. 
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‘Hecht Co. Wins Brand Name Retailer Award 
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LIKE TO BE 


Sure —we ali do —and 
it takes a top flight 
service organization to 
keep you on top. Here 
are a few production 
tools that are yours for 
the asking by calling 
Pontiac. 

Six services under one 
roof! Photography, Artwork, 
Photo-Engraving. Color 
Process, Electrotyping, 
Typography. 

PLUS 

Largest group of strip 

film cameras and electric 


ee ee ee 


etching machines in the U.S. 
.. New velvet edge halftone 
trimmed on Pontiac's ex 


we Phare © 


clusive patented machine... 
and many other advantages. 


Sahat 


If you'll invite us we'll be 
glad to tell you more, to 
your advantage, about 
Pontiac. 


UNIFIED 
SERVICES 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 
ELECTROTYPING 


— 


\ 


Swezey Warns Uninitiated Against TV 
at 3rd Annual Atlanta Ad Institute 


ATLANTA, March 25—‘Thou- 
sands of people will be burned by 
television, and millions—probably 
hundreds of millions of dollars— 
will be lost in it,” warned Robert 
D. Swezey, executive v.p. of 
WDSU Broadcasting Corp., New 
Orleans, at the third annual Ad- 
vertising Institute here. The insti- 
tute, sponsored by the Atlanta Ad-| 
vertising Club and Emory Uni- 
versity, was held Friday and Sat- 
urday 

“For 
great 
tinued, 


all its proven merit and 
future,” Mr. Swezey con- 
“television is still a dif- 
ficult and demanding medium.” 
The WDSU executive, who was 
one of 16 speakers to address the 
southeastern ad group, warned po- 
tential TV station operators that 
“the jockeying for ultimate posi- 


tion in the future of television 
will be a most interesting game 
to watch but a most harrowing 


one in which to participate.” 


@ Mr. Swezey, who is also chair- 
man of the industry’s committee 
on program standards, urged co- 
operation on the part of adver- 
tisers to maintain social and moral 
standards and on the part of sta- 
tions to bring the medium within 
range of all but the smallest ad 
budgets. 

By way of prophecy, Mr. Swe- 
zey expects that advertisers will 
remain content with small net- 
works and cooperative sponsoring 
of programs rather than assume 
the costs of fulltime sponsorship. | 
Increased TV budget allocations, 
he said, will probably start com- 
ing from newspaper and magazine 
budgets. They may even be drawn 
from sales funds since the medium 
lends itself so well to the demon- 
stration of products and services, 
|he said. 

The institute’s keynote was de-| 
|livered by S. R. Bernstein, editor | 
of AA, who described advertising | 
and selling as the most important | 
|}machine in the economic system 
—‘the machine that manufactures 
orders.” 

Mr. Bernstein pointed out that 
| with increased competition and an 
increasingly higher standard of 
living, the machine’s job becomes 
tougher and he lamented that 
many advertising people are not 
| sold on their own business. 

“Too many of them,” Mr. Bern- 
stein said, “have a sneaking sus- 
picion that people in advertising 
ought to be looked down upon— 
that they are getting away with 
some sort of economic murder.” 


® Speaking on “The Sales Power 
of Merchandising,” Frederic 
Schneller, v.p. of D’Arcy Adver- 
tising Co. and former general mer- 
chandising manager of Lever Bros., 
told the group that “unplanned, 
impulse sales are growing in im- 
portance. Customers are most in- 
clined to buy those items and 
brands they most readily recog- 
nize and see—based on decisions 
made after they enter the store.” 

Mr. Schneller said that the tar- 
get for merchandising is that part 
of the sales cycle he calls the 
“twilight zone of indecision” in 
which the customer is deciding 


whether or not to buy. Custom- 
ers, he feels, will select from sev- | 
eral nationally advertised products | 
the one which has visual “store! 
sell” to add to its appeal. 

A scientific approach to adver- 
tising was urged by Budd Gore, 
ad manager of Marshall Field &| 
Co. “Being the least scientific of 
the  semi-sciences, advertising | 
through the years has been char- 
acterized by myth, prejudice and 
dogma,” he observed. Field’s ad- 
vertising department, Mr. Gore 
said, began to function more 
smoothly a short time ago when 
monthly meetings were started 
during which copywriters and lay- 


out artists Imve a chance to pool 
their ideas. Formerly, each group 
worked independently to produce 
supposedly unified ads. 


® Clyde Bedell, advertising con- 
sultant of Park Ridge, Ill, ex- 
pressed the opinion that advertis- 
ing in the U. S. is at a low level, | 
much of it due to the “12-year 
gravy train business has been rid- 
ing.” Four creative weaknesses 


| which limit the effectiveness of | 


advertising, Mr. Bedell said, are: | 
(1) Failure to write strong head- 
lines; (2) failure to “carbonate” | 
the copy; (3) failure to make copy | 
complete, and (4) failure to com-| 
municate fast. 
Speaking on direct mail, Wil- 
liam Baring-Gould, Life circula-)| 
tion promotion manager, laid 
down this axiom in discussing | 
salesmen’s letters: “A mailing will | 
succeed or fail in direct propor- | 
tion to the advertiser’s ability to/ 
establish very quickly some kind | 
of bond between his company and | 
the people getting the letter.” 
Trick letters shouldn't be over-| 
looked, Mr. Baring-Gould said, | 
but neither should they be over- | 
worked, because they are expen- 
sive and must bring in more than 
enough extra orders to pay their 
own way. } 
| 


8 Following up Mr. Baring-Gould’s 
comments, Claude Grizzard Jr., 
whose Atlanta agency was one of 
the first to be built on direct mail 
advertising, told the institute that 
direct mail which must substitute 
for a personal call can encourage 
retail customers to become better 
customers. To insure the success 
of a sales promotion program, Mr. 
Grizzard said, management must 
guide the activities of its salesmen 


Those attending the institute’s 
sessions also heard David Beard, 
ad manager of Reynolds Metals 
Co., and Dene Hitt, ad manager 
for Southern Dairies Inc., describe 
how their departments plan ad-| 
vertising, formulate budgets and| 
select media. 


Advertising Age, 


VIEWING ART DISPLAY—Looking over the display of commercial art presented by 

the Art Directors Club of Atlanta at the third annual Advertising Institute in Atlanto 

are (from left) J. M. Wynn, ad director of Atlanta Newspapers Inc.; S. R. Bernstein, 

editor, Advertising Age, Chicago; Frederic Schneller, v.p., D’Arcy Advertising Co., 
St. Louis, and W. W. Neal of Liller, Neal & Battle, Atlanta. 


HE HAS THE ANSWER—William Baring-Gould (right), circulation promotion manager 
of Life, New York, answers a question at a panel discussion of direct mail adver- 


tising at the Atlanta Ad Institute. On the 


platform with him are Claude Grizzard Jr. 


(left), managing partner, Grizzard Advertising, Atlanta, and David Goldwasser, 
Atlanta Envelope Co., who moderated the session. 


oe 


Wom 


| and give them sufficient incentive. | tangible things—refrigerators, car- 


pets, jewelry and clothes; while 
on the other hand, men want in- 
tangibles, things that aren’t always 
bought in stores.” 

Asked “What makes women 
buy?” Mrs. Montgomery stated 
that most women like to buy 


A LOE LL OCT A — ae -“ 
n are emotional, they want; been named manager of the Char- 


lotte office of the representative. 


WDTV Stays Up All Night 
WDTV, Pittsburgh’s only video 
station, has started all night pro- 
gramming five days a week. “The 
Swing Shift Theater,” aired from 
|1 to 7 a.m., features movies. This 


| is the first regular round the clock 


| where they are known and where | commercial TV series. The show 
William S. Sadler Jr. of Sadler| people are able to “call them by| started with 


six participating 


& Associates, Chicago personnel| name.” She also urged advertisers | sponsors. 


management consulting firm, gave | 
the group some sidelights on “What 
to Look for in an Advertising | 
Man.” In addition to aptitude, ed-| 
ucation and experience, an adman | 
must have “personal drive, social 
lubrication and emotional control,” 
Mr. Sadler said. He is “no prima} 
donna...and he refuses to give! 
up when the going gets hard,” the | 
Chicago consultant added 


@ Mrs. Charlotte Montgomery, 
Tide contributor, told the group 
that “advertisers should go down 
on their knees and thank the Lord 
women are the way they are 


to look to the growing market of 
women over 45 who, she feels, 
will have a decided effect on such 
things as house design, fashion 
and books in the future. 


| Two Join Ward-Griffith 


Thomas J. Kelley, formerly ad- 
vertising space sales representa- 
tive for the Chicago Tribune, has 
been appointed to the sales staff 
of the Chicago office of Ward- 
Griffith, newspaper representa- 
tive. Meanwhile, James H. Laugh- 
ridge, formerly in charge of sales 
work in connection with retailers, 
jobbers and distributor contacts 
for the Post, Salisbury, N.C., has 


| Pushes Japanese Products 

| Seggerman Nixon Corp. is re- 
| leasing newspaper ad schedules 
|for Geisha crab meat, tuna fish 
‘and other Geisha products im- 
| ported from Japan. Tracy, Kent & 
Co., New York, is the agency. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 


“ MAGAZINE OF THE PACKAGING INDUSTRY (NBP) 


THE NEW 


yen A 


NEW CLOSING DATE! 
eee LITTLE 
 . Effective with the JUNE, 1952 issue, CLOSING DATE for 
= PACKAGING PARADE will be: 
arent, Ist OF MONTH PRECEDING PUBLICATION 
= ISSUE DATE becomes: 


Copy to be set must be in 


15,000 ALL-BUYER CIRCULATION (CCA)* UP TO 67 


= 
ot Ist OF PUBLICATION MONTH 
33S Remember—The JUNE issue of PACKAGING PARADE closes 
o MAY 1, appears JUNE 1. 
BSQQRBEREEEEES 


HAYWOOD PUBLISHING COMPANY 
22 EAST HURON STREET, CHICAGO 11, ILLINOIS 
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5 days before final closing . . . 


& MORE DISPLAY PER AD $ 


at = EE March 31, 1952 he 
; Ce e 
ee ‘ eos o ? ie es 
i Nis’ + We " - *) 
k i. ~ (i Fea 4 fe 
Bx: ‘ g ' . va 
"8 ‘ : / is ‘ : 2 
5 Deis apiece. he ee, i‘ 
Ke ic. ere =. & « a $5, 3 
“ a 7 ee - -& . ae a. 
é —_ a. ie de 2 a 
a Z Nee? oo aaa *@ J ee a 
; a ca, 2 eae : ’ a ee . 
¢ 9 REQ . 
A = ( fe ae i 
ae ae 3 ee 6 ‘ee = 
me s 7 kee eT S. aoe i 
ae % 4 > ; ’ te 
hate Bi. ry oa Me 
1 FG Z = 
Ey ‘e ‘s 
oe ; hs Se Re z 7a is 
pes S \\ : . Gs ; 
Ap IG \ 3 \y t Z =, 
we iy ; . Be oe oe ie: 
sy ii ee ; i 
aR 4 4 _ a » Z 
— ; ; i a 4 = 
oot i . -_o nal 3 ’ bey 
Bie: ¥ z . Pitan 4 ES 3 
eas 4 ae ee ae fi Pe 
fa 1 ek a. . Me ? 
if 9 i] “Dy * 4 BS = 
rag 4 4 o a. a H coat . e , a 
; : 4 ; ; - eae = 
ei: ae yh 2 a “& re * Fi; 
\ a , Pe Ae : es 
ot GE N pe } e aes eT ‘ itr 
“| ies, ‘ul — 
| = | | ; 
“eo @ . — a) 
es : 
7 Y Pe = 
g ( ne P iy 
eva a 
es ee om 
— q a 
ce VS 2 
4 i ia 
\, 7 
: a | 
Bade a 
Y | 2 
er oe. 
Oa 
- oF : 
AS A 
the 4 
as 
x —————— 
a F 
ae oe 
a ; 
3 | 
: = a 
a - 
. , ———————_ ia 
a Hi Fs 
- t 
=i o 4 
re 4 yA 
- 
i & ee eee : 
Ae —_—_ ~ AX int Sapa. ees 
aa an aap 4 Bey 
bie PONTIAC 4 
ee = ae 
* nie Engraving F ~ : 
et Ele cdrolype (a 
e ace ~~ a Hi 
Ss 2 west van oe o 
Re, o eo 7. veuen 
ie cowie’ = gas” 
a eall 
i HA 1.1000" ~ 
iy * ee 
a. A — ———— 7 
mee J ; ' oma 4 at. 
Waite © on * - - > ‘ee z x bea ay Pe re ee og oe em «de v Bt! ee tas i a ° oo) ree. Te ee? 


Advertising Age, March 31, 


Freezer-Food Plans Multiplying 
in U.S.; Retailers Fight Back 


| the dealer ran a correction in _ 


(Continued from Page 1) 
ers, called a meeting of leading 
frozen food distributors. Brand 
names represented were Birds Eye, 
Booth, Cedergreen, Honor, Libby, 
Pictsweet and Snow Crop. Ac- 
cording to Charles H. Bromann, 
executive secretary of the dealers’ 
group, these distributors con- 
firmed that they will not service 
any group other than “licensed 
retailers.” Mr. Bromann said “this 
would indicate that none of these 
brand name frozen food products 
are associated with any combined 


freezer-food purchase plan which | 


bypasses the retail food store 
counter.” 

The counteroffensive 
fighting fire with fire. Mr. 


mann told AA that beginning 


includes 


1952 


Bro- | 


Sunday, March 30, a freezer-food | 


plan which works through retail- 
ers will be offered on TV. This is 
the first time this type of food 
plan has been offered in the na- 
tion. It will include sale of the 
Kelvinator freezer and a supply 
of Booth frozen foods. Polk Bros., 
Chicago appliance dealer, is par- 
ticipating in the plan and any 
legitimate food retailer can tie in. 
The plan will be presented over 
WBKB at 12:30 p.m. as the spon- 
sor of a movie. 


eW. L. Pavlovski of Beatrice 
Foods Co., distributor of the Birds 
Eye brand, told AA that he did not 
see how these freezer-food plans 
can deliver on their promises. He 
assailed their advertising as “high- 
pressured” and said they simply 
won’t be able to get brand prod- 
ucts from the distributors. 

Mr. Pavlovski said one Chicago 
food plan advertised that it could 
supply Birds Eye but he stopped 
that by “calling up newspapers 
and radio stations and telling them 
it was not true.” 

Mr. Pavlovski declared that the 
distributors are sticking with the 
retailers. And he maintained that 
the grocers could stop the freezer- 
food plans cold by selling frozen 
foods in quantity and offering 
freezer-owners a 10% discount. 


s Several operators of frozen food 
plans in Chicago scoffed at these 
statements. They have been ad- 
vertising brand products and they 
told AA: “If we want to buy, 
they'll sell.” Backers of the fro- 
zen-food programs charged that 
a fuss is being raised now because 
“pressure has been applied by re- 
tailers who are afraid of losing 
business.” 

The food club moved into Chi- 
cago only a few months ago. Al- 
ready there are a half-dozen of 
them. The Better Business Bureau 
reported to AA that “very few 
complaints” have been received. 
However, the bureau said it is in- 
vestigating because of a “number 
of inquiries.” 


® Opponents of the food plans are 
angered most by advertising which 
they claim is “false and irrespon- 
sible.” A big promotional pitch has 
been the offer of top grade meats 
—steaks and rib roasts—at such 
prices as 65¢ a pound. Critics 
point out that this rate is for a 
whole side of beef, including all 
bone and waste. The National 
Assn. of Retail Grocers told AA 
that as much as 25% of a side of 
beef must be thrown away. 

One type of ad which has come 
under vigorous fire is the one 
which offers big savings on food 
—up to 35%—but does not explain 
that this is conditional on buying 
a freezer. Samsons Television & 
Appliances in Milwaukee ran such 
an ad in the Milwaukee Sentinel 
on March 13. When the Better 
Business Bureau there complained, 


‘AMAZING NEW DISCOVERY! 


Ammi-dent Chlorophyll Tooth Paste 
Stops Bad Breath, Reduces Decay 


paper on March 16. 


® Retail food groups and some ap- 
pliance dealers have charged that 
the food plans are designed chief- 
ly to sell home freezers. However, | 
plan operators insist that they are} 
ready to supply food as long as 
freezer-buyers want it—and in 
any quantity. 

The OPS office in Chicago said| 
the government agency has been | 
asked to rule on: } 

1. Whether the sale of whole | 
beef sides at a flat rate is per-| 
missible. | 

2. Whether the freezer-food | 
plans are authorized to sell at) 
wholesale rates. 

3. Whether the package program 
constitutes an illegal tie-in sale. 


® Appliance dealers—who sell 
freezers—are usually behind the 
food club plans. At least three of 
Chicago’s six plans are backed 
by appliance dealers. And Radio- 
vision Stores, a merchandising co- 
op group, is reported ready to en- 
ter the field. Most of the food 
plans are very guarded about giv- 


devin. stenener 0 


GUARANTEED | NOT TO STAIN! 


ing details of their financial op- 
erations. They apparently have 
backing from banks which dis- 
count the notes for financing of the 
freezer and frozen foods over 18 
months. They work primarily 
from leads obtained from newspa- 
per, radio and TV ads. Since the 
plan has to be sold to a family, 
salesmen usually have to make 
visits in the evening. 


Soh pasar is = :, fi 7 a c 
AMMA-DENT encontpanis © 
At iast! ACHLOROPHYLL TOOTH PASTE THAT WILL NOT STAIN. 


UNAUTHORIZED?—This large-space ad in the Columbus Dispatch last week launched 

Amm-i-dent Chlorophyl! toothpaste. Cecil & Presbrey is the agency. It was one of 

several big-name dentifrices that have come out with chlorophyll and without li- 
censes from Rystan Co. 


® Plans operating in Chicago now 
include Producers Wholesale Food 
Co., House O’Plenty, Alsco Food 
Club Plan, Parliament Food Plan, 
Food Plan Inc. and Berman’s. 
Bozell & Jacobs has placed ads for 
Food Plan Inc. 

Each plan usually plugs for one 
freezer, although a few offer the 
consumer a choice of brands. 

International Harvester Co. is 
reportedly so impressed with the 
food plans on the West Coast that 
it is considering launching such 
a program on a national basis. 


(Continued from Page 1) 


chlorophyll mouthwash. 

Amm-i-dent chlorophyll paste 
sells for 53¢ and 69¢. Green Mint 
retails at 59¢. Cecil & Presbrey 
handles both products. 


# 3. Also via full pages, but not 
in Columbus, Whitehall Pharma- 
cal Co. is introducing the “New 
Kolynos with chlorophyll,” which, 
it says, “instantly destroys mouth 
odors—tones up tender gums— 
cuts decay!” The paste is in four 


s Operations on the West Coast 
are the most advanced in the 
country. In Los Angeles, the food 
plans have formed an organization 
known as Approved Freezer Food 
Plans Assn. At a meeting last 
week, the organization noted ad- 


verse criticism of food plan ad-|markets now—Asheville, N.C., 
vertising and adopted the follow-| Binghamton, N.Y., Evansville, 
Ind., and Wilkes-Barre, Pa.—and 


ing code: 

1. True representation in use of “sav- 
ing percentages” to consumers in ad- 
vertising media and in personal selling. 

2. No offers of “free freezers” or “get 
your freezer without cost.” (Some food 


will be in a fifth next week. Ads 
offer one tube for 59¢ or two for 
69¢. Biow Co, is the agency. 

4. Purepac Corp., which makes 


plans have used this approach, not mak-| Chloramint mouthwash, expects 
ing it clear that the freezer is “free” | : ie ae cal . , ac 

because of the supposed savings made | to introduce a chlorophyll paste 
on food.) }soon, possibly under the same 


3. No advertising of individual cuts of | Chloramint name, and promises a 
at carcass prices. 


meat , “ ar ; 
completely y marketing ap- 
4. No misleading advertising. | pro oe fi Psy roduct ll “ 
5. No misuse of the word “wholesale” | P®0a or the product. P 


| will use newspapers, television 
| and national magazines. The com- 
| pany says it hasn’t yet decided on 
la starting point. Leonard Wolf & 
| Associates is the agency 


when referring to food purchasing. 

6. Compliance with pure food laws. 

7. No bidding for choice TV and radio} 
spots now being occupied by competing 
freezer-food plans. 

8. No specific amounts of commission 
to be used in classified ads for salesmen. 
(This was adopted “so that the general . 
public should not be advised on exactly | © In the meantime, Colgate-Pal- 


what the salesman makes on the deal.”) | Molive-Peet Co., which has been 


Toothpaste Marketers 
Switch to Chlorophyll 


as decay preventives or tissue 


name, the same used for Block’s| stimulants. Instead the ads empha- 


| size chlorophyll as a deodorant. 


Secondly, Lever Bros. insists 
that it has an exclusive license in 
the toothpaste field from Rystan 
Inc. for Chlorodent. With this, 


| Rystan’s legal minds disagree. In 


| testing Colgate chlorophyll tooth- | 


s Alfred J. Safady, 


president of! paste in four markets since Febru- | 


the association, admitted that there ary (AA, March 3), has been mak- | 


has been too much misleading ‘ad-| ing a 
vertising “featuring such savings| toward the purchase of a tube. 
as 40% and even 50%.” 

William Spencer, chairman of! which are obvious, this great new 


the group’s public relations and| torrent of chlorophyll toothpastes | 


ethics committee, told the meet-| has made the Rystan chlorophyll 
ing that if the food plans did not 
“clean up the business...it will 
end up in the hands of department 
and retail stores and provision 
houses who so far have steered 
clear of the freezer business.” 


portant. 

Some toothpaste companies ap- 
parently believe they can avoid 
any legal tangles with Rystan by 
not touting their chlorophyll pastes 


35¢ newspaper coupon offer | 


Aside from its marketing effects, | 


any event, whatever exclusive ar- 
rangements may or may not have 
been made, the exclusive features 
are void after July 1, Rystan says. 


8 O'Neill Ryan Jr., president of 
Rystan, is in an unenviable spot. 
He wants to uphold his patent 
which the federal court in Dallas 
held valid on March 1. At the same 
time, he would rather not file 
suit against the infringing tooth- 
paste companies. They are a tre- 
mendous source of potential li- 
censing revenue. 

An ideal solution would be an 
impending one with the Warren- 
Teed Products Co. of Columbus. 
The victorious Dallas suit was 
filed against Warren-Teed. War- 
ren-Teed is reported on the verge 
of signing as a Rystan licensee. 

Yesterday, in an attempt to clear 
up the patent muddle, Mr. Ryan 
issued what he hopes is a clarify- 
ing statement concerning water- 
soluble derivatives of chlorophyll. 


® Rystan also announced that it 
had filed suit, under its Canadian 
patents, against Adrem Ltd. of 
Toronto, which has been making a 
chlorophyll dentifrice. 

Active Rystan licensees in the 


| U. S. at present are: Pepsodent di- 


patent (2,120,667) increasingly im-| 


vision of Lever Bros. for Chloro-| 


dent toothpaste; Pharmacraft Corp. 
for Oteen mouthwash; Americaine 
Co., which manufactures products 
for ethical distribution. In Can- 
ada, Rystan licenses the Pepso- 
dent Co. of Canada Ltd. (product 
as yet unannounced), and Charles 


E. Frosst for all Rystan products 
except tablets. 

AA was misinformed in its 
chlorophyll story last week when 
it said Chlorophyll Inc. bought 
the W. J. Small Co. Actually, 
Small was purchased by Archer- 
Daniels-Midland, which gave 
A-D-M an equity in Chlorophyll 
Inc., Neodosha, Kan. 


Scott Radio Opens 
TV Stores; Meck 
Names Ross Roy 


(Picture on Page 1) 

Cuicaco, March 28—Scott Radio 
Laboratories and John Meck have 
had a busy week. 

On Tuesday Scott announced 
that it would open 21 retail tele- 
vision stores in 20 cities this week. 
On tne following day John S. Meck, 
president of Scott, John Meck 
Industries and Meck Television 
Inc. (a new corporation formed to 
operate the retail stores), an- 


|/nounced the appointment of Ross 
| Roy Inc. here to handle all Scott 


and Meck advertising. Fensholt Co. 
was the previous agency. 

Ad plans call for the expenditure 
of $500,000 for newspaper space for 
Meck television stores during the 
remainder of 1952. Additional ap- 
propriations will be made for ra- 
dio, TV and other media later. 


® The first newspaper ads, wh 
broke today, feature a 20” ta 
model set, made by the John Metk 
Industries division, for $99.95, 
plus tax. A 20” console will sell for 
$149.90 and a 21” console is priced 
at $179.90. 4 
All of these prices are more than 
$150 lower than comparable s@ts 
currently being offered in the 
areas where Meck stores are Ip- 
cated, the company says. ; 
Other stores will be opened in 
other cities until national coverage 
is complete, Mr. Meck said. Liftifg 
of the TV freeze will open n@w 
markets and “pave the way for the 
first real nationwide merchan 
ing operation in the industry,” 
added. 
“Associate retailers will be alle 
to obtain franchises for the sate 
merchandise, to offer the same 
promotions concurrently with M 
stores, to enjoy the impact of 
local advertising and to have 
support of the entire organizat 
in their selling activities.” 


® The general plan is to establish 
a factory-owned outlet and dis- 
tribution branch in each major 
area and to surround it with fran- 
chised dealers, he explained. 

“A high percentage of major 
television manufacturers,” he 
pointed out, “have established their 
own distributor organizations in 
major cities. They have tied in 
with key retailers, supporting them 
with large advertising appropria- 
tions. This has left most of the re- 
tailers at a disadvantage, since 
their promotion costs must come 
out of their own small margins. 

“Meck Television Inc. sets up the 
company’s own key retailers and 
distribution points for franchise 
outlets, but the affiliated retailers 
will get equal benefit from the 
factory’s promotion expenditures.” 

Mr. Meck said that he expects to 
sell more than 50,000 sets in the 
company-owned stores alone dur- 
ing 1952. 

The stores are located in Balti- 
more, Philadelphia, Louisville, Cin- 
cinnati, Toledo, Newark, the Bronx, 
Brooklyn, Manhattan and Jackson 
Heights, N. Y. Nine of them are 
in Michigan, in the following cit- 


| ies: Dearborn, Detroit, Grand Rap- 


ids, Grosse Point Woods, Ham- 
tramck, Kalamazoo, Lansing, Lin- 
coln Park and Pontiac. 


Otto Flects Henry Ash V. P. 

Henry Ash, creative director of 
Robert Otto & Co., New York, has 
been appointed a v.p. of the 
agency. 


Ph, Aas, Mi a=, eee eee 7 ea am ee ::; “RRS, Ee sR re 
ers. ee ee _ to Berna cae er. re , Ca ,  — oe ee ee i, Petgrt oa 
” : P ’ - coe > . = - £ oad fat # 
ie ae on 
7 FC C“‘(CéSC 55 = 
<5 Bit 
Ds - Phase 
fey <oy 
ee it 
i f Poe 
1 1 
ie mk 
e “ 
fee i 
3S 
Fig ag 
ae Po cay 
Pe; ey 
Be bite 
Ret . 
ae. Bee. 
ee AMMONIA TO KILL Sy 
oe a — = ono . Bie 3 
ee yy ° is 
a PREVENT CAVITIES |. MOUTH ODORS! a 
Ne _ a : ae 
5 cei ‘Thet's smparsnnt! Partewtarh te tbe hy e* f Dow, ot tant, the ote of neh 
Mies ast Svar houtheny ah Kemessnasy yf —F-E. Ee - }ee 
eae peen Jdecey turmrnia hetpe pee oe. . greens lo make ee parton teeth teat 
es eew cer ition Test after teat proves © * a Ama@-, deo! Teeth Poste wrth = 
es, any © eaiaeeineioenteel <i Bagslas daily om of Aumdeot = 
sae exe te! Tea? Prose Fills oll meth ohana ey - 
aha Rew, with chlorephet Ammer) pre ccmaphevety Ars lest of af is mating see @: 
ae video the purfect teeth paste — protects x oe Lmtd paste » peeras eed sot bo otnly—oe aber 7 
ra egret Seem) Ret Mees D dork Be me Law ; ig Birep yd Provimete bo in 
& 3G paste bas done before Cot Amm con! r & Nee Ame + den! Ohheapart Tooth ~ fen 
a chinreghy® Tooth Paste todas 7 f 2 tach paste for the whale Lemily’' € yA EF 
ves — a you Sant ent fame parte the: Faces 
ia . cS $4 rr ee) say 33s 
ae. . . €. ¥ Me ce And yoo Paraete want & 
ae : ; ‘ A! wecctel alam ageinal ore) bad - 
63 i <s @ nw Amere-dun gre yun batiyoand 50 aa 
Pa ~ bs cd oo here & the — T vette Pe 
- - x — er » ooking ambe b » 
ate 3 a oe towch decoy 1s desipess meoeth eders. 7 i 
pe 4 es tates wanderfad” ures 
BE: 3 S iia (ot Ammm-\-Aegt smanapiated Tooth . i i 
aa 4 } eee. with Chierophyli today Compare Ai S34 
ca 5 . : mS ; pastes lis «big sowing oe. 
cre E ~ e 4 ; , 
ee 3 Pa. eae sok Wh es\.-* 
Deg WORE OENTISTS RECOMMEND — - 4 me FEE es 
He AiiaA-\ BENT TOOTH PASTE ano POWDER ee oe a , spies 
we W chin gue short veer after tatreduction € | ; ike 
wit Auma-ideet Tooth Paste ted Ammideat ee 
: tl la N : as 
’ weve tens tho ony ane’ P , : w r 
: Soe a sow | hes “ ” fe 
' ee cozearercaisusut Glorious, Refreshing “Springtime” Taste! c& < 
a fitrioe formals tor four famity Aad Ore same a ile Sh 
4 oatdecey ferrenie 2 ome i a may tors braching wich Ame —— ea a oo 
{ ns here oe - or puget Tom P “1 one ¢ “ 
oe ee Moisi Web hehe aca eereas | sates elee ine & ead 
Pate  peoposl cook ovary tame tay be  comaglina? tae ci “ ttre 
ee tats by repos se Ame oes uyrefoor, eott tacts iv os | soma edert and beige te poems Lessee 
; | > ahing os fresh apriag-eaten’ | sevution with every retveahing P : 
> = is. | = 8 wate oy poms maoth— | bresmig : me 
3 ; § oh Prat CTee Tia <n RO pas, 
& - —— : te ace 
a : Pr bod “Wo Stam on Tooth Brush PRS 
ce Ue » : & White Towels! Den) Kies Romance Good-bye! “x 
1 > . Trey try  anacutey 9 evans tor gr Pr 
J Ame dnat bierepty Teeth | The prearfel mage af of pester ae ae 
4 - ’ Fis water viety poarcctand nat | mMeNLy gd comwphetaly, wih ragulae oe Pigeaes., Sa 
ee te sain Your witha tog trash | ane beeue af guest, trash bonsah amps ae sie 
X g - we de wehag after Ae te CBierap hy Tenth Paste doutraps 
C q renin Bett oem Rateres ond Og ya os J = 
, > “ Os cant be Aareiered wrk | periect way te sume an oraming ut SR poor i 
‘aoe ae we greso vnspe Twovin, inens, | soning treeh eadeiger tnd per temmibowenaad dees. A 
ei - than ‘wash righ! oak be come'y ‘ 
Be a dala anliieg, ‘aan ‘alan = es toons i ears. 
z mae oe 
; wy ha 
ee = pagel * 
ue e wt Ses 
4 § ions 
a «ae 
f im | = 
| 3 - a 
Bhai 4 ened 
= a 
¥ | a 
is | Fa 
: | Ree 
oe | a ry 
: 2.32 
ane # he 
: _ 
| tillgg 
: oy 
ti et 
S | et 
. * 
of eae 
: ys 
Pier 
ee! Z 
m ys 
3 Bay 
xh ik. 
Z aa 
oe oa 
Bis ee Po ieee 
Ee aa 
— es, * 
é aig 
; See 
. "4 ot - 
nd NY 8 
a ae 
re eter 
rs ¥ oe 
ie a re 
F «ae 
ee a 
ae 
es 2: 
: Shee 
i . ores 
ee a> 
a SAAN oe 
a Ne 
a go 25.8 
_ e758 
Ser 
‘ei Tei eee a 
§ Perea 
3 Seite 
K a hs 
; Fe Pa OF 
iee - fe 
I ee 
ie ae tts 
; on ta 
‘ wrke te” J 
aie os 
5 ee 
ie Ace a 
s Ee re 
; Be 
ea. 
is re aaa gt 
yy 2 ” 
i Brgy 
‘ > ‘ 
Pt Po 3 : 
a er 
8 Ne 
Tet a re 
fe Me rnodt 
ie ee = 
S 5d ae 
Ey hh 
oA One ae 
& eps 
: hh ae 
‘ ie 
: \ ne 
: Bs woe, 
- ee 55 
: Etch 
: a . nN 
By : eee Ty. 
"OS are 
2 ee cee 
Py Re ee as 
o eo 
Tees 
B: ae or 
? “a hex! 
a ae 
i li 
: Mo 
¥ ) "eal as 
% 6 
; 5 Oe a 1 ae 
ie Rate f 
Pain. ; = Ege 
= a . ; er Pies ‘y. 
Bas ah = : : F : : : : ae hace Mien! eg, 
= ee “eee Sistah Be See ct es ea ees Pa peer 2: ae: DaY fs Lr reas. 
: Salve: ot eee ET eee tad he igi emia a et ce OE is Fy Ss Re be yk PCr Ta 
on a ei az - DE a ener ae c7 lt Panesar? Dm 7 > i S rg. GE ae ee 


Says 
GEORGE J. ABRAMS 
Advertising Manager 
BLOCK DRUG COMPANY 
Jersey City, N.J. 


“When | finish reading my weekly issue of ADVER- 


GEORGE J. ABRAMS TISING AGE, I usually find that I have read it thoroughly 
Directing the multi-million dollar budget of the . : 
Block Drug Company. Mr. Abrams is responsible for the from cover to cover — which, I think, calls for congratu- 
advertising of Amm-i-dent Tooth Paste and Tooth ; . ; 
Powder, Polident Denture Cleanser, Minipoo Dry lations to your editorial staff. 


Shampoo and some twenty other products. Personally 
responsible for the Amm-i-dent blitzkreig, he takes 
some justifiable pride in the fact that this newcomer 


Z in the tooth paste field is first in dental recommendation. As a former newspaper reporter, I appreciate good 
and second in dentifrice sales in U.S. drug stores ; a : 
Mr. Abrams came to Block Drug Company from reporting. As an advertising man, | appreciate good cover- 


Eversharp Inc.. where he was Merchandising Manager 
during the ‘‘battle of the ball points.’’ Prior to that 
he had been Product Advertising Manager of the 
Whitehall Pharmacal Company, having served his 
apprenticeship as Advertising Assistant with the 


National Biscuit Company. On his first job, just out of “ADVERTISING AGE today provides the working 


high school. he looks back with mixed emotions 


age of advertising. 


It was the job of writing a children’s column d ith h f hi f : 
under the nom de plume of ‘Uncle George.’’ Today. adman with top-notch news coverage 0 is profession. 
in addition to directing the advertising of the : i 
Block Drug Company, he serves as Chairman, Drug And |, for one, want to acknowledge it with my personal 


and Toiletry Group, Association of National Advertisers 
His “hobby” is teaching Advertising Management 

at the Graduate School of Business Administration 

of New York University 


note of thanks for your superb efforts.”’ 


AI ay ehA na Mg Ao De a Beilin ot Sa. yer eae : i ae Eo > i a Ye, (aa, oS jai rs dhs, Rees ‘ee as 
ee lars : iis os 
ye ae 
ie may 
. a 
ar =e 
ome 
\} a 
a4 & As 
¥ ee 
‘ve ne 
5 ae 
é dve t iS i n e a 
4 aad 
~ 4 
te ou 
~] a 
eet oa 
‘ _ 
‘sn 
> a 
be e + 
7 oa Siig 
af oe 
a x ee 
"i . . 4 
ne Tae ly. ar . P = 
us 7 2 be 
¥> . 2 : 
oe . = ; 
SS + _ f 
— + 
‘4 cel a } 
a . * . “ 3 et # 
zt : 
_— A 2 *) 
+f ? sal iss . 
~ ‘ “ Se a >? * Me ¥ « 
+ : ris 1a ae 3 3 a \ | 
ry eos o 4 = > 4 f 
ae _ Cl 
= . . -* , 
ee ud ; = : 
> . _ “a ne ‘ 
eg 
— 
_ ' 
2a i 
a ; 
ss ‘ 
a : 
. ; 
eg v} 
+e 
_ 
+e 
af 
. 2a 
ya : 2 
sP PS 
7) ; : 3 
an rig 
3 
fe 
“J 
y c 
‘ if : ra 
ware. 
cS a 
Re oe 
a k Er 
&g ee a 
cf sae 
“ ee’ 
a6 
Se j 
~ 
wah a == ae e 
ae noone” : 
iY . 7 ion ia 
Pees . g Age a ese 3 
we a 
= Advertising : 
wT anes Gs 
ee "FCC Apparently Sor = 
ry . - 2 am 
455 a. nares =k jo Widen Video a 
ye eee -cag\sapeent Ue th . wie | 4 
A . me ‘ pt ~ eee oe 
‘2 = 
* : e . ‘ 4 ce 
Se » S mec ~ ; amis ‘ Mey Choe lee 
: _ important to important people? — e 
Sa ; ~ : ‘ ie 
vs = =—s— CO ee \ A 
= no ee, Sees Sak =e <= a 
= 2 Se hl a Ste ~ —<-=" — 
4.4 ; _—, a fa} — - . = _ 
ms eee See ele ereee s Shall Bow Predaet ne  n aen ie 
Pa ee = <_< : . 
car Anger <2" = =s *< x8; 
z= 3 
<7 y 
Ree a : es i a : ee Peele 
att o * ~’ 5 yp Baa Mg . te un oe — Pre, yg a Ae RR RN) Fl Se Bry Mo Pires | ,° “i Ora ie ap fh oe re,” hea Bye [2 Y a 


idvertising Age, March 31, 1952 


PHOTOGRAPHIC REVIEW 


WHAT YOU CAN GET FOR TWO BOXTOPS—Don McNeill, whose 
“Breakfast Club’ (ABC) is partly sponsored by General Foods 


Corp., a big premium user, showed up at the Premium Buyers Ex- 
position in Chicago to introduce these models. Each was illustrat- 


Comicbook , Miss Al 
also doubled as Miss Beachwear). 


ANA CONFAB—(1) Robert C. Temple, executive v.p. of Raymond R. Morgan Co., Hollywood, is deep in the 
story of White King soap which built “a hard-hitting competitive program that gets results” on a modest 
budget. Mr. Temple's topic at ANA’s spring meeting in Hot Springs, Va., was “Making a Small Budget 
Successfully Combat the Giants.” (2) A. S. Dempewolff, director of advertising, Celanese Corp. of America, 
and Ruth West, Compton Advertising, were two participants in a session on “Advertising and Marketing 
Strategy in 1952.” (3) Thinking things over are A. H. Caperton (left), ad manager of Dr. Pepper Co., 
Dallas, and Don B. Barton, director of advertising and sales promotion for Skelly Oil Co., Kansas City. 
(4) Trio at chemical group session includes Albert Carroll (left), ad manager of Merck & Co., Rahway, N. J.; 


ing a different premium use. In the front row are: Miss Sports- 
wear and Miss Jewelrywear. In the back: Miss Kitchenware, Miss 
i and Miss Houseware (who 


57 


FIRST LADY—Gov. Earl Warren presents his best greeting smile to Frances Holmes, 

76, California’s “first lady” of advertising, who opened the first agency owned 

by a woman in 1909. Honoring her contribution to advertising, the Los Angeles od 

club set up awards for outstanding adwomen who receive statuettes known as Lulus. 

Mrs. Lee Banning Morris, chairman of the Los Angeles awards committee, is at right 
as plans for the sixth annual awards luncheon, April 20, are discussed. 


TOURING BRITISHERS—New York's adclub played host to passengers of three aa 
buses now touring the country on a 100-day trip, and turned in this shot of ( 
to right): Andrew J. Haire, president, Haire Business Publications; Sir Alexandi 
Maxwell, chairman, British Travel Assn.; Elon J. Borton, president, AFA; Jom 
Turbane, U. S. manager of the British Travel Assn., and Charles C. Green, managif 
director of the adclub, on hand for the occasion. Sir Maxwell spoke for Londog 
Thirty Club, one of the world’s oldest advertising clubs 


-ev 3 335" 


Woe 


Richard Giovine, ad manager of the industrial chemicals division of Commercial Solvents Corp., New York, 
and Gilbert Miller, ad manager of the duPont fibers group, Wilmington, Del. (5) Quartet making the 


most of time-out between ANA sessions includes Fred Stebbins, advertising manager of Corning Glass 
Works’ consumer products division; William H. Howard, Young & Rubicam v.p.; Ralph W. Reese, ad man- 
ager of Frankfort Distilleries Corp., and A. Donald Brice, ad manager of the Dictaphone Corp. Man at 
extreme left (wearing glasses) is Frank C. Marshall of G. F. Heublein & Co. (6) Three gloss men at the 
ANA sessions are (from left): Carl Fouster, Libbey Glass division, Owens-Illinois Gloss Co.; Franklyn Hawkins, 
Libbey-Owens-Ford Gloss Co., and F. J. Solon of the gloss container division of Owens-Illinois. 
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Across the nation more 
than 11% MILLION larg- 
er-than-average families 
are entertained, inspired 
and influenced each week 
by Our Sunday Visitor 
and The Register — two 


) great national family 


weeklies. 


Feel the impact of this 
volume buying by adver- 
tising now in these estab- 
lished media which have 
advertising pull others 


envy! 


claims. Prove it yourself! 


r 


Iry this money-making 


; | Don’t be satisfied with 


UNIT for your products 
_ now. Just write, wire or 
telephone for helpful 


facts and information to 


PI ere 


sell this steady, national 
volume-buying family 


market. 


1,515,215 


WEEKLY CIRCULATION 


WATIONAL REPRESENTATIVES 
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Committee Criticizes Present Radio Rating 
Services in Canada, Suggests Improvements 


Toronto, March 26—The re- 
search and development committee 
of the Bureau of Broadcast Meas- 
urement this week released the 
results of its lengthy study of radio 
ratings in Canada (AA, March 10). 

In the course of its deliberations 
the committee studied and dis- 
cussed the ratings methods and 
reports of Elliot-Haynes Ltd., Penn 
McLeod & Associates, International 
Surveys and A. C. Nielsen Co. 

Today the board of directors of 
the Canadian Assn. of Broadcast- 
ers asked the BBM to consider the 
creation of a special financial com- 
mittee to find out if the BBM can 
obtain funds to conduct its own 
listener surveys in Canada. 

Elliot-Haynes and Penn McLeod 
are Canada’s two principal rating | 

| services. Both use the telephone co- 
| incidental method, but their re- 
| ports frequently disagree. | 
| | 
. Presenting its findings at the 
convention of the Canadian Assn. 
of Broadcasters yesterday morning, | 
the committee made the follow- 


ing over-all recommendations: 

1. That the radio industry create 
and maintain a full-time qualified 
research director to handle the 
tasks outlined in the committee's 
report. 

2. That the industry be prepared 
to pay $25,000 annually to cover 
the cost of ratings research. 

One of the first steps taken by 
the committee in coriducting its 
study was to circulate a question- 
naire. This went to all users of 
radio rating services, e. g., radio 
stations, advertisers, agencies and 
station representatives. 

Response to the questionnaire in- 
dicated that industry members 
wanted the following: (1) ratings 
at the station, regional and na- 
tional levels; (2) ratings over a 
longer period of time each day, and 
(3) measurements taken in cities, 


towns, rural communities and 
farms. 
No current rating service, or 


combination of services, in Cana- 
da is producing all this informa- 
tion, the committee found. 


New York, March 28—Liberty | 
Broadcasting System this week | 
dismissed its New York sales staff | 
and transferred all sales activities | 
to the company’s headquarters in | 
Dallas. 

About five persons were af-| 
fected. They include Paul Munroe, | 
who left William H. Weintraub &| 
Co. in January to become v.p. in| 
charge of sales for Liberty, and| 
Ben Colman, eastern sales mana- 
ger. Approximately 10 people were | 
still working in the New York of- 
fice at week’s end. Among the 
group were several news com-| 
mentators (most LBS news shows 
originate here). 

In Dallas, Liberty President} 
Gordon McLendon issued a state-| 
ment saying the shift was made 


ing costs. He also wearily denied 


Liberty Network Closes N.Y. Sales Office: 
McLendon Wearily Denies Old Rumors 


an old rumor that Liberty would 
go out of business. 


Carlson Joins Erwin, Wasey 
Mrs. Robert B. Carlson has 
joined the copy staff of Erwin, 
Wasey & Co., Los Angeles. Mrs. 
Carlson was with Ruthrauff & 
Ryan in Chicago for seven years 
and two years with Dancer-Fitz- 
gerald-Sample, Hollywood 


Hamilton Adds Duties at KFI 


Charles Hamilton, 
public service and public 
tions for KFI, Los Angeles, has 
added the duties of sales and pro- 


| gram supervisor. 


Moves Eastern Sales Office 
Schmidt Lithograph Co., San 
Francisco, has moved its eastern 


St. and Fifth Ave., New York. 


PERFECT H 
faster, cheaper, 
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VARiGRAPH 


LETTERING 


All headlines 
were lettered 
with o Varigraph 


INSTRUMENT 
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Cut lettering and composition costs to the bone. Draw outline letters, 


director of | 
rela- | 


a aie 
8 ofLING COLORS 
Pod : 
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FLYING COLORS—Full-color bleed pages 

like this will be used by United Air Lines 

starting in April in Newsweek, The Satur- 

day Evening Post, Time and U. S. News 

& World Report. N. W. Ayer & Son 
is the agency. 


Three-way Tie-in 


| Set for New Movie 


| CHICAGO, March 27—In April, 
|Columbia Pictures, Modern Pho- 
| tography and Photo Dealer will 
|open a three-way promotion of 
|the new Columbia picture, “The 
| Marrying Kind.” Judy Holliday is 
| the star of the movie. 

Photo Dealer will run a feature 
in its April issue telling camera 
dealers exactly how to tie in with 
the picture on the local level. The 
May issue of Modern Photography 
will carry a feature story on the 
movie. American News Co. will 
distribute newsstand posters. 

Columbia Pictures, in turn, will 


paper, radio and TV tie-ins, 
theaters. It also will furnish win- 


rial to camera dealers. 
Brewer Changes Name 

| Pacific Brewing & Malting Co., 
| San Francisco, brewer of Wieland’s 
| beer, has officially changed its 
name to Wieland’s Brewing Co. 
|for closer identification with its 


because of high New York operat-| sales and service offices to 45th) beer’s brand name. 


Terzian Opens Job Agency 

Lawrence Terzian, author of 
“How to Get the Job You Want,” 
has opened a job-counseling and 
career planning service for adver- 
| tising, publishing and _ creative 
|arts personnel at 452 Fifth Ave., 
iN. Y. 
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WILLIAM B. OKIE 

New York, March 28—William 
B. Okie, 71, retired v.p. and di- 
rector of J. M. Mathes Inc., died at 
his home in Darien, Conn., yester- 
day after a prolonged illness. Born 
in Jersey City, most of his business 
career was spent in sales and ad- 
vertising, largely in the grocery 
industry. 

Mr. Okie was first associated 
with Fred Fear & Co., specialty 
grocery broker, and became field 


|sales manager. From 1907 to 1917 


distribute some 22,000 press books, | 
which include news releases, news- | 
to) 


dow streamers and display mate- | 


he was sales manager of Welch 
Grape Juice Co. From 1917 to ’20 
he was sales manager, manufac- 
turers division, American Sugar 
Refining Co. 


# In 1920, Mr. Okie joined N. W. 
Ayer & Son as v.p. and director. 
When James M. Mathes organized 
his own agency in 1933, Mr. Okie 
became v.p. and one of the direc- 
tors. He supervised many of the 
agency’s major accounts, in partic- 
ular Canada Dry and National Car- 
bon. He retired in 1946. 

He was a member of the Con- 
necticut Republican State Central 
Committee, and for several years 
was president of Darien Free Li- 
brary Assn. 


EDWARD S. McCLURE 

New York, March 27—Edward 
Stewart McClure, 76, _ retired 
newspaper syndicate executive, 
died yesterday at his home in 
nearby Mt. Vernon, N. Y. 

Mr. McClure started his career 
53 years ago when he joined the 
McClure Newspaper Syndicate, or- 
ganized by his cousin, S. C. Mc- 
Clure, who also published Mc- 
Clure’s Magazine. E. S. McClure 
was instrumental in developing 
and increasing the use of newspa- 
per features, columns and cartoons. 

After the McClure Syndicate 
changed hands, Mr. McClure be- 
came an executive with the Bell 
Syndicate, and later founded his 
own company, Republic Syndicate. 
He retired from active business 
in 1932. 


WDEM Becomes WICE 


Narragansett Bay Broadcasting 
Co., Providence, has changed the 


|eall letters of its AM-FM radio 


| 


station from WDEM to WICE. 
Jones Joins WISN 


William L. Jones, formerly an 
account executive in a New York 
agency, has joined the sales staff 
of WISN, Milwaukee. 


“TACOMA IS VITAL 
TO THE ENTIRE 
PUGET SOUND ECONOMY?’ 


Says M. C. Taylor, 

president of Taylor-Edwards 
Warehouse & Transfer Co., Inc., 
Seattle. 


ss ~ 
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ee | 


M. C. Taylor is President of Taylor-Edwards Warehouse & 
Transfer Co., Inc., largest in Washington State, with eight 
warehouses, including one in Tacoma. 


He says: 


“In our business of warehousing and forwarding 


for many food and merchandise firms, we get a pretty clear 
picture of an area’s importance. Tacoma is a vital factor 
in the merchandising and marketing life of Western Wash- 
ington—a region which gets localized distribution attention 
from many of the accounts we handle.” 


And we soy: “Think TWICE about 
TACOMA . @ separate, distinct 
market, effectively covered ONLY 
by the dominant News Tribune.” 


shaded letters, solids, or reverses. Letter to exact size to fit the job. 
500 lettering variations from one alphabet templet. 70 standard 
faces. Hundreds of Varigraphs in use by lithographers, offices with 
offset equipment, art studios, advertising agencies, drafting rooms. 


Write today, Department 18. 
MADISON 1, 


Try a Varigraph yourself — no obligation. 


VARiGRAPH CO., INC. 


WISCONSIN 


Ask Sawyer, Ferguson, Walker 
Company. 


Aco’ 


News Tribune 


Over 82,000 Circulation, A B.C 


and K TNT 


Transit Radio 
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Video Networks 
Are Optimistic 
Over Summer TV 


(Continued from Page 1) 

and a program discount of 3344 %. 
Many sponsors decided this was a| 
good buy and kept their TV fran- 
chises throughout the summer. 

Columbia did not give adver- 
tisers a deadline by which they 
must apply in order to take ad- 
vantage of the summer savings 
plan. A date for notifying the net- 
work will be set later. Sponsors 


Last Minute 


News Flashes 


Lady Esther Plans $1,000,000 Newspaper Drive 
Cuicaco, March 28—Lady Esther Ltd. will spend $1,000,000 (includ- 
ing co-op) in daily newspapers this year to stress the seasonal advan- 
tages of its face powder, creams and lipstick. The first promotion starts 
in April and carries through June 1 and features Lady Esther complete 


cream make-up. This spring drive 


will run heaviest in newspapers in 


45 major cities. The Biow Co. is handling. 


Parent Named Manager of Dowd Agency 


Boston, March 28—Edward D. 


Parent, executive v.p. of John C. 


Dowd Inc., has been promoted from director of media and research to 
general manager of the agency. Robert E. Bousquet, formerly adver- 
tising manager of the Lux division of Lever Bros. Co., takes Mr. Par- 


ent’s former post. 


NBC’s McConnell Joins Blair; Other Late News 


join John Blair & Co., radio station 


|@ James V. McConnell, director of national spot sales for NBC, will 


representative, as a v.p., May 1. 


will be advised of this deadline,| @ Vision, fortnightly Spanish-language news magazine for Latin Amer- 
probably in the very near future. | ica, will publish a Portuguese edition in Brazil beginning July 22. The 
| Brazilian edition will be called Visao. Rates will be based on $350 per 


® Sales orders are coming in all | 
the time and many CBS adver-| 
tisers, like those at the other net-| 
works, are busy auditioning sum-| 
mer shows. This year, as previous- | 
ly, an extra added reason for stay- | 
ing on the air cited by many ad-| 
vertisers and agencies is the de- 
sire to hold on to “live” station 
time franchises. 

Since nobody at CBS-TV has} 
put together all available data on} 
the summer sales lineup, nothing 
approximating a complete list is} 
on hand at this time. Among the 
advertisers already committed to 
keep evening time periods: Olds- 
mobile, Bristol-Myers, American 
Tobacco, General Electric, Carter 
Products, Schick, Lever  Bros., 
Pearson Pharmacal, R. J. Reynolds 
Tobacco Co., and Sylvania. 

This group does not include 
many sponsors who last year kept 
their regular shows on during 
June, July and August and who! 
are expected to do likewise this 
year—Lincoln-Mercury dealers 


(“Toast of the Town”) for ex-| 
ample. 

| 
® DuMont Television Network} 


now lists 12 programs which are 
fairly certain to be seen this sum- 


present backers. They are: 


“Rumpus Room” (Premier 
Foods); “Rocky King” (American | 
Chicle Co.); “The Plainclothes| 


Man” (Larus & Bro. Co.); “They | 
Stand Accused” (Crawford) 
Clothes); “Captain Video” (Gen- 
eral Foods Corp.); “Keep Posted” 
(Curtis Publishing Co.), and “Bat- 
tle of the Ages” (Serutan Co.). 

Also, “Broadway to Hollywood” 
(Tide Water Associated Oil Co.); 
“Charlie Wild” (Wine Corp. ot 
America); “Twenty Questions” 
(The Mennen Co.); “Down You 
Go” (P. Lorillard Co.) ; “Cavalcade 
of Stars’ (Drug Store Television 
Productions), and “Not for Pub-| 
lication” (Allen B. DuMont Labs.) 
# DuMont is not giving special | 
summer discounts. However, sales 
executives point out that DuMont’s 
time and production rates still} 
are priced below the competition. | 
Year-round advertisers on this net- 
work can qualify for annual dis- 
counts ranging from 12!2% to 
25%, depending on the gross week- 
ly dollar volume. | 

Like its competitors, American | 
Broadcasting Co. is hopeful that} 
many sponsors will stay on 
throughout the summer with their 
regular shows or with replacement 
attractions. But here, as elsewhere, 
advertisers are taking their time 
in making up their minds. 

Among the programs that will 
be on the air during the warm 
months are: “Lone Ranger” (Gen- 
eral Mills and American Bakeries) ; 


“Tales of Tomorrow” (Kreisler); 
“Beulah” , (Procter & Gamble); 
“Mystery Theater” (Sterling 


Drug), and “Ellery Queen” (Bay- 
uk Cigar). 


@ It should be remembered that 
this is by no means a complete list, 
since the deadline for notifying the 


b&w page and $525 for four colors. 


staff of Screenland Unit (Henry Publishing), New York 


e George Garland has resigned as publisher of Baby Talk. Morris 
Bonoff, president of Leam Corp., resumes as publisher. Mr. Garland, 
who spent ten years as publisher and seven years as business manager, 
will announce his future plans later. 


| e Pharmaco, New York, will be a participating sponsor on “Cavalcade 


of Stars” (DuMont) starting April 4. Feen-A-Mint and Chooz (Do- 
herty, Clifford & Shenfield) will be the featured products 


e Jack W. Minor, formerly with Transportation Advertising Co., De-| 
troit, has joined Grant Advertising in the same city as v.p. in charge | 


of merchandising. 


e Bennett, Walther & Menadier, Boston, has resigned the CBS-Colum- | Broadcasting System. Together, | 


bia television receiver account, effective April 13. 


e Keystone Broadcasting System, Chicago, has elected Edwin 
(Pete) Peterson as a v.p. Formerly an account executive with Amer-| 
ican Broadcasting Co. and central division manager for Mutual, Mr. | 


R. 


Peterson has been with Keystone since 1949. William Bayer has been 
named West Coast representative for the network. 
e Weiss & Geller has appointed four to its Chicago staff. Eugene W. 


Cooper, formerly with Tatham-Laird, Chicago, and Foote, Cone &!| dio “House Party” goes on TV at 
Belding, Chicago, has been appointed an account executive. E. W. Rose, 


formerly copy director of O'Neil, 
joined the copy staff. E. Tetrault 
service men. 


6 Scheideler, Beck & Werner, New 
(filed by 11 former employes for about 


settled the vacation suit 


Larson & McMahon, Chicago, has 
and G. Boles have been appointed 


York, reports that Duane Jones has 


$3,000 in vacation pay) out of court with a “substantial payment.” 
Meanwhile, SB&W’s motion that Jones’ $4,500,000 suit be dismissed 
mer under the sponsorship of their | Was denied by Supreme Court Justice Ernest E. L. Hammer. It was 


| the second time the courts have refused to dismiss the suit. 


network hasn’t yet been reached. 

Year-round advertisers on ABC- 
TV earn 124%% discounts, plus a 
weekly discount of 742% for 30- 
minute shows and 10% for hour 
shows. No special summer induce- 
ments are planned. 

NBC-TV, like CBS-TV, is offer- 
ing an additional 10% discount on 
time to advertisers who stay on 
during the hiatus season. National 
said it will make no program con- 
cessions, however. 

Sponsors have until April 15 
to notify the network. Accenting 
the affirmative, sales executives 
have listed 24 clients in the ex- 
pected-to-stay-on category. They 
are: Procter & Gamble, Benrus, 
Camel, Crosley, Speidel, Firestone, 
American Tobacco, S. C. Johnson, 
Old Gold, Kraft, DeSoto, Liggett & 
Myers, Ford, RCA, Pall Mall, Gulf, 
Campbell Soup, Gillette, Chese- 
brough, Revere Copper, General 
Foods, Phileo, Goodyear, and U. S. 
Tobacco. 


Henry Flarsheim Joins 
Bozell & Jacobs as V. P. 


Henry Flarsheim, formerly head 
of the direct merchandising divi- 
sion of Ruthrauff & Ryan, Chicago, 
has been ap- 
pointed v.p. in 
charge of the di- 
rect sales depart- 
ment of Bozell & 
Jacobs, Chicago. 

A former Cin- 
cinnati newspa- 
per man, Mr. 
Flarsheim head- 
ed his own agen- 
cy in Cincinnati, 
formed his own 
manufacturing 
business—de- 
stroved by the Ohio River flood of 
1937—and later managed the Chi- 
cago office of Al Paul Lefton Co. 


Henry Flarsheim 


Edgar Baker Heads 
Time-Life Internat'l 


as Managing Director 


| New York, March 26—Edgar 
R. Baker Jr., since 1949 general 
manager of Time-Life Interna- 
tional, has been appointed man- 
| aging director, a new position. 
As of May 1, John McLatchie, 
advertising manager of Time, will 
| transfer to Time-Life International 
| 


| 


| 
| John McLatchie 


Edgar Boker 


|as general manager, reporting di- 
| rectly to Mr. Baker. No successor 
jto Mr. MclLatchie on Time has 
been appointed. Harry Phillips, 
| advertising director, will super- 
| vise Time’s advertising. 

| The new positions have been 
| ade necessary by the continuing 
;expansion of the _ international 
| editions, AA was told. 


| 
|m 


Buys Foster & Bros. Co. 

Assets of the Theodore W. Fost- 
er & Bros. Co., Providence, jew- 
elry manufacturer, have been sold 
to a newly formed corporation, 
Esco-Foster Co. Purchase price was 
set at $325,000, plus certain rec- 
lamation petitions. Heading the 
new company is S. J. Clark, who 
is also president of Eyelet Spe- 
cialty Co., Waterbury, Conn., mak- 
er of cosmetic containers. 


¢ 


Nous fstab! 


Chevceuk? | Wy 


CHEESECAKE—Gotham Gold Stripe’s ‘52 
Cheesecake series features the same trio 
as last year but the windblown lovely 
| now holds one poodle in her arms. Color 


| @ John S. Kelsey, previously with Playbill, has joined the advertising| page is scheduled for Charm, Glamour, 


| Harper's Bazaar, Mademoiselle, Today's 
| Woman and Vogue, through Sterling Ad- 
vertising, New York. 


CBS AM, TV Sign 
$8,000,000 in New 
‘Daytime Billings 


New York, March 28—Simul- 


casts made this a big week for the 
department of Columbia 


| 
| sales 


the radio and TV networks wrap- 
| ped up $8,000,000 in daytime bil- 
| lings. 

The best-selling properties were 
| Arthur Godfrey, who will add 15 
| minutes to his morning Monday- 
through-Thursday simulcast in the 


| fall, and Art Linkletter, whose ra- 


the same time. 
Pillsbury Mills 
Co.) will simulcast the 10:30- 
10:45 a.m., EST, segment of 
“Arthur Godfrey Time” starting 
Sept. 1. Lever Bros. currently car- 
ries the preceding 15 minutes of 
that program on radio and video. 
The Friday program is not simul- 
cast, since Mr. Godfrey broadcasts 
it from his farm in Virginia. 
Nobody has yet indicated how 
far the redhead thinks he can go 
without reaching the point of 
diminishing returns, but this leaves 
another hour of morning Godfrey 
that eventually might be simulcast 
if his other advertisers chose to 
follow the pattern set by Duz. 


(Leo Burnett 


8 Pillsbury announced some time 
ago that in September it would 
cut back sponsorship of “House 
Party” to 15 minutes on radio. At 
the same time the food maker will 
| begin presenting the show simul- 
taneously on TV. 

Lever (N. W. Ayer & Son) will 
pick up the available daily 15 min- 
utes of the “House Party” on ra- 
dio. Three of these quarter hours 


| will be simulcast. 


As CBS figures it, this is $5,000,- 
| 000 in annual time billings for TV 
and $3,000,000 for AM. 

On the debit side, CBS-TV is 
losing the sponsor for one of its 
most publicized new shows, “The 
Continental,” which has 
| dropped by Burlington Mills, ef- 
| fective April 17. Hirshon-Garfield 
}recently lost the Cameo stocking 
| account, but retains the rights to 
this telecast. 


|WRGB, KOA Raise Rates 
| New rates have been announced 
|for WRGB (TV), Schenectady, 
and KOA, Denver. The Class A 
hourly rate on WRGB has been 
raised from $500 to $625. KOA 
has raised its hourly Class A rate 
12%% to $360. Both increases 
apply only on station programs. 


Piel Names Hawkes Ad Chief 


Piel Bros., Brooklyn brewery, 
has appointed Thomas P. Hawkes 
advertising and sales promotion 
manager. He has been assistant 
general sales manager of Piel. 


| ducting 


been | 


Nielsen, Notaro 
May Consolidate 
Rating Services 


Cuicaco, March 26—Principals 
of A. C. Nielsen Co. and Standard 
Audit & Measurement Inc. still 
are discussing the possibilities of 
a merger. 

However, both parties told AA 
this week that the discussions do 
not affect their respective survey 
operations, both of which are con- 
tinuing at top speed. 

| Both companies are engaged in 
a survey of station and network 
coverage and circulation. Standard 
| Audit was formed by Dr. Kenneth 
| Baker, formerly head of Broadcast 
| Measurement Bureau. BMB issued 
| two coverage reports before dis- 
banding. Standard Audit is owned 
by Michael Notaro, head of Statis- 
| tical Tabulating Co., which han- 
|dled the BMB studies and cur- 
|rently is conducting a mail poll 
similar in many ways to the BMB 
coverage surveys. 


|@ The Nielsen organization also is 
| doing a new Nielsen Coverage Ser- 
|vice study (AA, March 3). This 
| will measure weekly and monthly 
|radio and TV audiences; audien 
|} composition; homes reached 
|minute, and out-of-home liste 
jing and viewing. The Niels 
| study is supervised by John 
| Churchill, formerly BMB resear 
| director. 

| National Broadcasting Co. 
| ready has signed for the Niels 
| service, while CBS apparen 
favors Standard Audit. Americ 
Broadcasting Co. and Mutual ha 
not indicated their preferences, 
any. 

At the time he announced t 
new service, A. C. Nielsen said 
would be out “soon.” Thus it 
probable that Nielsen will re 
before the Standard Audit re 
is published. 


® As for a merger, Mr. Niel 
said that negotiations “are contin 
ing very actively. However, 
would be difficult at this stage 
predict the outcome. 

“Meanwhile,” he continue 
“production of the Nielsen cove 
age service is proceeding at t 
high speed necessary to make sure 
that this will be the first 1952 sta- 
tion and network coverage service 
available to the industry and the 
first such service covering televi- 
sion as well as radio.” 


8 Mr. Notaro told AA that negotia- 
tions have gone on ever since Mr. 
Nielsen evinced an interest in con- 
such discussions. “Mr. 
Nielsen and I,” he said, “have de- 
veloped a warm friendship and 
may eventually be interested in 
consolidating our activities. 

“However,” he added, “our com- 
pany’s prime concern is to see that 
a study is done, whether it is done 
with Nielsen or not. Our conver- 
sations have not changed our pol- 
icy nor have they slowed up our 
operations.” Mr. Notaro ventured 
the opinion that the Standard Audit 
study is beginning to look as if it 
may be the largest ever conducted. 
He said it is “remarkable” how 
many broadcasters are coming in 
every day. 


R. F. Adams Joins WABD 


Robert F. Adams, veteran radio 
man and recently an account ex- 
ecutive of Raven Advertising 
Agency, has been appointed an 
account executive for WABD, New 
York DuMont station. 


Appoints Wilbur Advertising 

Cork Insulation Co., New York, 
has appointed William Wilbur Ad- 
vertising, New York, to direct its 
advertising. 
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This Week in Washington... 


House Wary of New Fair Trade Bill 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, March 27—Rep. 
John A. McGuire (D., Conn.) is 
sponsoring the fair trade bill 
which comes before the House in 
the next few days. He spent two 
afternoons last week listening to 
members of the House rules com- 
mittee question whether the case 
for fair trade is as open and shut 
as he assumes 

Some rules committee members 
felt that McGuire's bill—unani- 
mously endorsed by the House 
interstate commerce committee 
is unsound law. They preferred 
rival legislation offered by the 
House judiciary committee 

Other rules committee members 
were thoroughly suspicious of 
fair trade. Rep. Eugene Cox (D., 
Ga.) said he thought the whole 
project was stirred up by trade 
associations 


® As the committee prepared to 
vote, Rep. McGuire was asked for 
comment 

“I can't add anything to what 
has already been said,” he started 
out. Then, being a genial chap (he 
served eight successive terms as 


» town clerk of Wallingford, Conn., 


5 then opened an insurance agency), 
"he smiled: “You see, I introduced 
this to help out Bob Crosser and 
Wright Patman.” 
(Rep. Robert Crosser (D., O.) 
is chairman of the interstate com- 
committee. Rep. Wright 
Patman (D., Tex.) is co-sponsor of 
the Robinson-Patman anti-price 
discrimination law.) 
Rep. McGuire made one 
J une 


merce 


final 


“I understand the sale of Bayer 
aspirin has skyrocketed since the 
Supreme Court killed fair trade,” 
he giggled. “{ guess that’s because 
tthe decision created so many head- 
mches. 

é = . . 

© Defense Production Chief Manly 
Fleischmann is urging business 
gnen to take a long, hard look be- 
Gore concluding that durables pro- 
Wucers are out of the woods so far 
ms materials shortages are con- 
rTerned 

| Beginning in midyear, durables 
mare to be allotted 65% of the steel 
they used in 1950, half the alumi- 


num, and about 40% of the copper. 

Mr. Fleischmann believes steel 
control will end late this year, and 
aluminum control early next year. 
He made no prediction on copper. 
“The present easing of supply 
could be temporary. A slight tight- 
ening of demand could easily 
throw the balance the other way,” 
he warns. 

e e = 

Bureau of the Census is asking 
Congress for $1,785,000 to start 
work on the business, manufac- 
tures and transportation censuses, 
which are to be taken early in 
1954, covering 1953. By getting 
an early start, the Census Bureau 
hopes to develop new techniques 
which will speed collection of the 
data, and hold over-all cost down 
to, or below, the $17,000,000 ex- 


pended on these projects in 1947 
and 1948. 
The most troublesome item at| 


the moment is the proposed census | 
of transportation. It has never} 
been taken before and must be} 
planned from scratch. Included in| 
a completed transportation cen- 
sus would be data on who owns} 
trucks and what they are used for. 
At present there are approxi-| 
mately 9,000,000 trucks registered | 
in the U.S., but transportation 
agencies are unable to account for | 
about 2,000,000 of them. | 

. + + | 

House members last week re-| 
fused to restore the $2,000,000) 
which the appropriations commit- | 
tee chopped from the budget of | 
the Federal Communications Com- 
mission, The House action left the | 
FCC with less money than it has 
this year, but specifically added | 
$51,000 for 10 additional employes | 
to process TV applications. 

Rep. Alvin O’Konski (R., Wis.),| 
who spearheaded the fight for the 
FCC, apparently did not realize 
most of the $2,000,000—if restored 

would have been used for| 
monitoring activities which have} 
nothing to do with TV. Neither} 
did Rep. Frazier Reams (Ind., O.),| 
who supported O’Konski. 

The fight to help the FCC has| 
shifted to the Senate appropri-| 
ations committee, and is being 
managed by Sen. Edwin C. John- | 
son (D., Colo.), chairman of the | 
commerce 


committee. | 


interstate 


RADIO REACHES PEOPLE. 
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BMB REPORT. 


THE NASHVILLE MARKET (53 COUNTIES IN 
MIDDLE TENNESSEE AND SOUTHERN KENTUCKY) 
1S COVERED BY WSIX. SEE LATEST 


Celebrating A Quarter- Century of Service / 


NATIONAL REPRESENTATIVE 


' GEO. P: HOLLINGBERRY CO. 


ABC AFFILIATE - 5000 WATTS - 980 KC WSIX 
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FIVE-COLOR MOBILE 


In the March 24 issue, Advertising Age inadvertently in- 


cluded this Mitchell Mfg. Co. display with a group of mobiles produced by Berger- 

Amour, Chicago. Actually the display was created and produced by Carter & 

Galantin, Chicago. Various elements accent the company nome, the Weath’r-Dial 
and the outstanding product features. 


Sen. Johnson has been before the! 


appropriations committee to ex- 

plain the urgent need for “teams” 

of lawyers, economists and engi- 
neers to process TV applications. 

He carefully limited his appeal to 
V 


© e e 
The House flare-up over FCC’s 
budget may have telling effect. 
Angered by defeat, Rep. O’Konski 
says he will have something to 
say when the house takes up the 


| so-called McFarland bill, rewriting 


the FCC Act, to clarify rights of 
broadcasters. 

O’Konski says he intends to of- 
fer an amendment charging broad- 
casters for their licenses. The fee 
would be designed to offset the 
cost of operating the commission. 

+ 7 

Agriculture Under Secretary 
| Clarence J. McCormick has a neat 
phrase dramatizing the impact of 
high birth rates in America. He 
talks about “the fifth plate.” 

Reviewing the statistics on pop- 
}ulation growth, he reports: “For 
every four people who sat down 
to a meal in 1950, 
another person at 


the table in 


1975. There will be a fifth plate) 


| to be filled.” 
| He points out U.S. population 
is increasing about 7,400 persons 


every 24 hours—2,700,000 a year. 


“At the present rate of growth,” 
he says, “the U.S. population 


would exceed 200,000,000 persons | 


by 1975. 

“Taking the mid-century point, 
1950, as a base, this would mean 
38,000,000 more people at the 
table by 1975. This increase is 
equal to the 1950 population of 
Ohio, Indiana, Illinois, Michigan, 
Wisconsin, Iowa, Missouri and 
Minnesota combined.” 


Army Appoints Bill Hedges 
William S. Hedges, National 
Broadcasting Co. v.p. in charge of 
integrated services, has been ap- 
pointed a special radio adviser on 
the staff of the Soldier Music Pro- 
gram. He will act in a voluntary 
advisory capacity to the Special 
Service officers of the U. S. Mili- 
tary Academy, West Point, N. Y.; 
Camp Drum, Watertown, N. Y.; 
Fort Slocum, New Rochelle, N. Y., 
and Camp Kilmer, N. J. He will 
direct these officers to suitable 
agencies or persons who may assist 
Army personnel in production of 
entertainment programs 


there will be) 


Criterion Service Inc. 
Elects Bob Spahn a V. P. 


Robert Drew Spahn has been 
elected a v.p. of Criterion Service 
Inc., New York. 

Mr. Spahn re- 
joined Criterion 
Service in 1947, 
where formerly 
he had been an 
account execu- 
tive, from Roy S. 
Durstine_ Inc., 
New York. While 
with the Dur- 
stine agency he 
was on the ex- 
ecutive staff as 
head of the plans Rene Sa ee 
board and in charge of new busi- 
ness. 


Elects Robert Day V. P. 

Robert W. Day, radio-TV direc- 
tor of Albert Frank-Guenther 
Law, New York, has been elected 
a v.p. of the agency. 
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Bankers Told 
Importance of 
Consumer Credit 


(Continued from Page 2) 
cannot write a check in full pay- 
ment.” 

And a great many of these same 
people, Mr. Boushall declared, “en- 
joy dividends from corporations 
that would have long since liqui- 
dated but for the great impetus 
they receive from the direct and 
indirect effect of the ever spread- 
ing use of consumer credit.” 


® The Virginia bank president 
asked whether it would shock 
“some of you, perhaps, to know 
that in the late 1920s and early 
1930s 50% of the used cars bought 
in this country were purchased on 
the instalment plan by people who 
were making $20 a week or less? 
Unless these used cars had been 
bought, there would have been but 
a trickle of purchases of new auto- 
mobiles.” 

Mr. Boushali traced the rapid 
rise in use of consumer credit and 
pointed out that instalment buyers 
have an outstanding record in 
meeting payments. He reported 
that his bank in Richmond has ex- 
tended $800,000,000 credit in 30 
years and its losses have been less 
than one-half of 1%. 


® Mr. Boushall noted that consum- 
er credit has not kept pace with the 
rise in personal income. Consumer 
credit was 9.6% of income in 1939; 
today it is 8.2%. This presents a 
danger for the future, he pointed 
out, when “arms are in adequate 
supply and fields and factories are 
ready to produce goods for civilian 


He warned those who are now 
apprehensive about consumer cred- 
it to be ready for those days when 
“there will be a great need for 
heavy encouragement of the use 
of instalment credit.” 

Mr. Boushall added: 

“Then it will not be a question 
of restraining credit to prevent in- 
flation. Rather, it will be a ques- 
tion of sustaining the economy and 
preventing a depression. The in- 
strument (consumer credit) which 
the unlearned bankers and the 
overzealous economists feared in 
the days of short supply of goods 
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ind long supply of money will be- 
‘ome the sword of righteousness 
and the defender against evil as it 
is brought vigorously into play.” 


® Other speakers at the bank meet- 
ing assailed government restric- 
tions on credit. Joseph L. Wood, 
asst. treasurer, Johns-Manville 
Corp., and Thomas W. Rogers, ex- 
ecutive v.p., American Finance 
Conference, pointed out that per- 
sonal savings were high in 1951 
and that the economy could easily 
stand an expansion of credit. 

Mr. Rogers, whose organization 
represents 366 independent auto- 
mobile sales credit companies, 
urged the outright abolition of 
credit controls on autos. He stated 
that recent price increases in cars 
“have wiped out, almost complete- 
ly, the relief given automobile in- 
stalment purchasers when terms 
were changed last year from 15 to 
18 months.” 


® Mr. Wood said that 1952 could be 
a good year for home building if 
adequate financing was available. 
He told the conference: 

“Consumer debt at present is low 
in relation to purchasing power 
and savings—far lower than in 
1940; in fact, present debt could 
expand 30% more beiore reaching 
the 1940 rate.” 


® The bankers heard the other side 
of the question from Ray M. Gid- 
ney, president of the Federal Re- 
serve Bank of Cleveland. Mr. Gid- 
ney said he believes “fully in in- 
stalment and consumer credit as 
an instrument of progress.” How- 
ever, he added that this area must 
be restrained “in times of severe 
inflationary pressures.” The Fed- 
eral Reserve official appealed to 
the bankers on the grounds of na- 
tional interest. He stated: 

“We are all interested in the 
maintenance of a sound dollar and 
the avoidance of the evils of in- 
flation. We are all in the same 
boat. Our problems are mutual. Let 
us work together to solve them.” 


8 William Blees, v.p. of Avco Mfg. 
Corp. in charge of Crosley sales, 
told the meeting that “dealers must 
stop speculating in inventories and 
spend their time being merchants 
and getting rapid turnover.” 

Mr. Blees said “the whole pat- 
tern of retail selling” is changing. 


He explained that dealers can no! 


longer buy in large quantities and 
just wait for consumers to come 
in and buy. He predicted a highly 
competitive market in appliances 
for the next 10 or 15 years and 
stressed the need for good sales 
management. 

Mr. Blees reported that Crosley 
had created two sales departments 
—one for TV and radio, the other 


better supervision and to help deal- 
ers “in working out sound and per- 
manent banking relationships.” He 


for appllances—to, make ‘posible | and, Ore, and most recently with 


Bankers Get Suggestions on How to Build — 
Good Will at Instalment Credit Conference 


Cuicaco, March 26—The bank- 
er, a traditional bogey in American | 
folk culture, is concerned about) 
his reputation. 

Bankers were urged to fight the | 
battle of public opinion at the in-| 
stalment credit conference held 
this week by the American Bank-,; 
ers Assn. 

D. Z. Albright, v.p., Security-| 
First National Bank of Los An-| 
geles, told the meeting that banks 
have a fine opportunity to build} 
good will through the instalment} 
credit department. | 


8 Mr. Albright said surveys show 
that most people “prefer to go to 
a bank for a small loan” rather 
than a finance company. It is 
therefore “all the more important,” | 
he added, “that our credit policies 
and operating techniques be de- | 
signed and administered to main-| 
tain at all times an enviable posi- 
tion in the eyes of the public.” 

The bank executive suggested | 
that consumer credit personnel | 
deal with their customers by being | 
friendly, courteous, confidential | 
and appreciative. He added: | 
“These fundamentals need to be 
practised by our consumer credit 
people not only in their initial 
contacts with customers but in all 
phases of the operation.” 


e Mr. Albright said advertising 
can also play an important part 
in a bank’s public relations. He 
pointed out that radio and tele-| 
vision “serve a dual purpose when 
used in the promotion of instal- 
ment loan service. They are ex- 
cellent mediums for obtaining new 
business. And they provide a fine 
public relations service in con- 
veying to the community the cour- 
tesy and friendliness of the insti- 
tution advertised.” 

As an example, Mr. Albright 
cited the experience of his own 
bank in the Southern California 
floods last January. “Rain was 
still falling in some areas,” he 


said, “when our bank was able to 
announce on both radio and tele- 
vision that loans to repair storm 
damage would be available at all 
our branches, To place the same 
message in other media required 
more than overnight preparation. 
The timeliness of our message ad- 
ded greatly to its effectiveness.” 


s An active public relations cam- 
paign for bankers was proposed 
by W. Harold Brenton, president | 
of the State Bank of Des Moines. 

Mr. Brenton urged bankers “to 
sell themselves to their customers | 
and the public in order to gain 
still greater standing and provide 
more leadership for the people.” 
He deplored the popular view 
which holds: “ “That man, because 
he is a banker, cannot be elected 
to public office.’ ” 

“Americans like contests and 
campaigns,” Mr. Brenton said, “so 
I would like to suggest that bank- 
ers start a campaign to see that 
every one knows a banker, and 
thus every person will have a 
banker he can call his own.” 


® Like Mr. Albright, Mr. Brenton 
recommended friendly, personal- 
ized service in credit departments 
so that “the public’s timidity to- 
ward banks” can be overcome. 

“My comments about a cam- 
paign of more friends for banking 
are far from facetious,” he added. 
“You may think the term ‘cam- 
paign’ is exaggerated, but that is 
just what is necessary. It needn't | 
be publicized or any _ prizes| 
awarded. Added friends for bank- | 
ing would be sufficient rewa¥d.” 

At Chicago’s La Salle Hotel, 
where the conference was held, 
v.p.s were plentiful. Some 1,200 
banking people were present and 
on the advance registration list 
AA counted no less than 457 v.p.s. 
Because of the meeting's location, 
Illinois topped the list with 72. 
However, 42 made the trip from 
New York. 


added that without a “good bank- 
ing connection” dealers will not be 
able to succeed. 


WMMN Promotes Two 


A. Garen Ferrise, commercial 
manager, and Frank J. Lee, pro- 
gram director, have been pro-| 
moted to managing director and} 
assistant managing director, re- 
spectively, of WMMN, Fairmont, 
W. Va. 


La Point Joins Shelhamer 


Dean La Point, formerly owner | 
of West Coast Productions, Port- 


been named manager of the Se- 
attle office of Vance Shelhamer 
Advertising. 


| been appointed to handle adver- 


Weiss & Geller Appointed 

Weiss & Geller, Chicago, has | 
tising for American Community 
Builders Inc. and its subsidiary, 
Park Forest Homes Inc. It is the) 
third agency for ACB in ten) 
months. 


Names Bozell & Jacobs 

Land O’Sun Dairies Inc., Miami | 
Beach, has appointed Bozell & 
Jacobs, New York, to handle ad- 
vertising. Plans call for newspa-_ 
pers, radio and television. 


Nordberg Elected President 

C. A. Nordberg, v.p. and treas- 
urer, has been elected president of 
Chicago Offset Printing Co. He 
succeeds J. Frank Grimes, who 
has retired. 


PARADE OF 


Advertising 


vertising medium a major opp 


5th Aunual 
MARKET DATA ISSUE 


MAY 12, 1952 


MEDIA VALUES! ...... 


With markets on the march, this unique issue gives every 


Age's 


for effecti m 


1 
Pf 


APRIL 29 


It digests and catalogs all available media-prepared mar- 
ket data, produces over 24.000 requests for it, and is 
referred to for months by market and media execu- 
tives. Be sure YOU are represented with a strong 

selling message. 
FINAL DEADLINE 


Four A’s Boosts Gus Nelson 
to Senior Executive Post 


The American Assn. of Adver- 
tising Agencies, New York, has 
appointed August A. Nelson as 
senior executive 
in charge of 
membership, eth- 
ics and council 
and chapter ac- 
tivities. 

Mr. Nelson has 
been with the 
Four A's. since 
1947, as staff ex- 
ecutive in crea- 
tive and relations 
activities and as 
secretary of the 
committee on ra- 
dio and television production. He 
replaces Mackarness Goode, who 
has resigned to become advertis- 
ing manager of Irving Trust Co. 


August A. Nelson 


Lahvic Named Ad Manager 

Raymond J. Lahvic, formerly ad 
manager of Phenix Pabst-ett Co., 
a subsidiary of Kraft Foods Co., 
Chicago, has been appointed ad and 
publicity manager of Fairmont 
Foods Co., Omaha. 
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Steve Gardner Elected a V. P. 

Shore Associates Corp., Los An- 
geles agency, has elected Steve 
Gardner a v.p. 


AT A REAL 
“GIVE-AWAY” PRICE 
The Originol 


DELCO 


BALL POINT PEN 


The perfect low-cost answer 
to thousands of premium 


Never 
Before 


users. A most practical ot This 
give-away for Hotels, Serv- Low, Low 
ice Stations, Business firms. 4 

Ideal for combination sale Price 
offers and as food and 

drug product inducements 

NATIONALLY ADVER- 

TISED—miliions were le 
sold, at $1.08... FORMERLY 
yours at our fantas- f $1.98 eo 
tically tow price. WE Mi ; » 
WILL EVEN IMPRINT Unconditionolly 
YOUR NAME, AD, 

MESSAGE, EFC. ‘ Guoranteed 
Prices on request. Individually Boxed 
Order today. Write for 300 to a Case 
imprint prices on your 

business letterhead. ALL COLORS 


DELCO SUPPLY CORP. 
116 Nassau St., New York City 38, DI 4-1745 


How | got 139% distribution 


I'm sales manager for a well 
known grocery product. My 
name isn't important . . . but 
my story is. 

Couple of months ago a 
ee Merchandising man 
called to talk about a manual 
sampling and couponing plan 
for increasing our sales. 

I “bought” everything he 
said until he pointed out that 
the store jot a part of the 

lan, might increase our distri- 
wee Then I announced that 
we didn't need any store checks; 
we already had 100% distribu- 
tion in our markets. 

But that didn’t stump him; 
he still wanted me to use the 
complete plan. So I tossed him 
a market—just to see what 
manual sampling and coupon- 
ing would do for us. 


red face! 


Wasn't long before sales 
started jumping a bit in the test 
market . . . more than a bit 
Couldn't figure it out at first 
because our samples and cou- 

ns were just getting into the 
locas “Hey,” I said “what's 
going on here?” 

I got my answer next day 
when the Donnelley man 
dropped in to report. Said it 
was too early to tell how much 
effect samples and coupons 
would have on sales. But he did 
have a little list I'd be interested 
in—and I certainly was! That 
list showed 153 grocery outlets 
now handling our product in 
the market—43 of them brand- 
new accounts! 

Well, if we had 100% distribu- 
tion before, we've got 139% 
now—and is my face red! 


| 
| 


MORAL: Whether your figures show 100% distribution 
or 10%, don't take it for granted. Do call in the Donnelley 
Merchandising Division for help in boosting distribution 
and sales with store detailing, manual sampling, coupon- 


ing. Phone . . 


407 E. 25th St. 
CHICAGO 16 
Victory 2-3232 RAvenswood 9-0500 


50-22 23rd Street 


Manual house to house 
Sampung or Couponing 


0 


3 Store detaring 


PRES SS me ae ene ene a emeny 


| 
| 
| 
LONG ISLAND CITY 1,N.Y. PHILADELPHIA 8 BOSTON 16 ; 
| 
I 
| 
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. or mail this coupon today! 


were nr nr nrnrnrnrnrnrnrnn cscs ccs eee ees 


THE REUBEN H. DONNELLEY CORPORATION 
Merchandising Division, Dept. BI 


401 N. Broad St. —_ 110 Arlington St. 


WAlnut 2-2434 Liberty 2-1737 


Please send additional information about— 


O Installation of 
po nt-of purchase displays 
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husband wooed her with roses. The loyal employee, who only heors from his 

boss when things go wrong, dreams of a deserved pat-on-the-back. Ali of us 
heve known the emptiness of doing something that merits proise—and getting noth- 
ing. And all of us have been guilty of this same neglect with others. But it’s so tasy to 
tell o husband the cellar has never looked so fine since he cleaned it . . . to make a 
special fuss over the child who brings home an improved report cord. Deserving 
praise is sweet music. Be generous with it—and you'll be one of those rare women 
whom people like to do things for. Just as these 7 fine Buys like to do things for you! 


T™ WOMAN WHO IS TAKEN FOR GRANTED mourns for the days when her 


“CALIFORNIA HERE | COME!"' Whether you're 
traveling to or from Los Angeles, be sure to go by 
UNION PACIFIC Railroad. it's heaven on wheels! 
And be very sure to include the greot National Parks 
of Southern Uf&h and Arizona on your trip: Zicn, . 

Grand Canyon ond Bryce Canyon. The motor-bus f 
circle tour—on a comfortable UNION PACIFIC Bus — 
beginning ot Cedar City, Uteh, is a spectacular ex- 
perience. And you'll relax at. UNION PACIFIC'S 
Grand Canyon Lodge that stands on the brink of the 
Canyon's Northern Rim—1,000 feet higher thon the 
opposite rim. A FREE booklet, thrillingly illustrated in 
color, gives you an exciting preview of Zion, Grand 
Conyon, Bryce National Parks. Just send postcord to 
Pat Guinan, 63 Vesey St., New York City. 


COMPANY COMING? Then plan to serve them 
Company Style Egg Sandwiches. They're just the 
thing for o teen-agers’ jam session, or a TV party. 
And thonks to Miracle Sondwich Spread, they have o 
wonderfully “different” flovor that everyone loves. 
Chop 6 hard-cooked eggs, mix with | cup diced celery and 
% cup Miracle Sandwich Spreod. {This is the zippy spreod 
that KRAFT makes from the one-and-only Miracle Whip Soloed 
Dressing ond speciol spicy relishes!) Add a dosh of coyenne 
ond salt anc! pepper if desired. Pile filling generously between 
green olives to 6 hungry people. 

Always keep a jar of Miracle Sandwich Spread on 
> your shelf. And try it all by itself, too, as a delicious 
s rm z sandwich filler. It spreads so easily, it's a joy to use! 
7 os 


2) DAYS UNTIL EASTER. 21 days to slim down so you'll 
look trim and glamorous in your Easter outfit! You can lose up 
to 15 pounds with safety if you follow the tional Canad 

MYNEX Reducing Plan. Without strenuous exercise, drugs or 
drastic dieting, MYNEX starts taking off ugly fat the first day! 
And you don't miss any meals, either. The trick is: Don't miss 
any MYNEX! The concentrated vitamin and mineral tablets 
keep you feeling in the pink while the fat disappears. The 
MYNEX Plan is so simple, safe and fost! MYNEX is available 
at all drug and department stores. A box of 63 tablets with 
full directions is $3. = 


eC 


ee booklet, send post ¢ 
for FREE verk 7, New York 


ard to Pat Guinan, | 
FCCC 63 vesey st. New —— f= - 


WHEN YOUR EYES FEEL BLUE . . . worn-out and 
“sticky” from overwork or lack of sleep . . . you can 
quickly give them a rested feeling with o cooling, 
deliciously soothing MURINE bath. Just two drops 
in each eye, and in a twinkling, they feel refreshed 
and wide-owake! MURINE'S 7 tested ingredients 
wash the delicate tissues beneath your lids as gently 
@s o tear... and you can use it as often as you 
wish. But don’t wait until your eyes beg for relief. 
Get in the habit of waking up your sleepy eyes 
with a morning both of MURINE. Keep o bottle in 
your purse or at the office so you can freshen them 
during the day. And once again at bed-time. it's 
a very pleasant thing to do, because MURINE makes 


a ee a 


your eyes feel good! 
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How to use ‘small space’ 


Want a lot of readers...for a little money? Want 
continuity ...on a small appropriation? Then hear the 
story of the chatty million-dollar column! 


Every two weeks, Pat Guinan takes the 20 million 
readers of PUCK, the Comic Weekly, on a shopping 
tour called “Going to Town.” It’s the first 4-color shop- 
ping column in history! 

Her chatter is gossipy, feminine, one-woman-to- 
another ... and it’s loaded with selling muscles! 


The readership, says Starch, is extraordinary .. . an 
average of 465 thorough readers per dollar is the 
latest available 3 months figure. The results, say ad- 
vertisers, are even better! Just totaling up the mail 
returns to various ads, the first eighteen issues of 1951, 
produced an average return of 1,675 replies per issue! 


“Going to Town” appears on Page 2 of PUCK, the 
Comic Weekly. Advertisers’ positions rotate each time 


IG way ! 


—and no other advertising appears on this page or the 
opposite page. 

There are no production costs—all art, copy and 
4-color plates are absorbed in the space costs! 

You just don’t know how far a small budget can go 
—until you’ve talked to your PUCK representative 
about “Going to Town!” 


MIC WEEKLY 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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